a Dlisheg for America’s automobile and truck dealers 


i 


‘Universal Cordially’ 


“Everybody  X/ Saturday Nig 
Underwriters invites you Mardi Gras, )\, February 2. 198 
Insurance and your lady ( loves a 6 pM 9 p, 
Company, TO 


Honoring 
Franchised 


‘ 
A 


x 

“SCR ance \ 
/ Universal Underwrit. 
l Insurance Compe 
g ey. member company of the Lynn Insura é 


Nee t 
Saye 5115 Oak Street, Kansas City, Misgou ‘ 


of 


——EEEEE—————oxo————  # 


Executive Notes 


Industry news for the automotive executive 


: Market target. According to the 
atest study from Monroe Mendel- 

_ Sohn Research, Inc., ‘1979 Survey 
of Adults and Markets of Afflu- 
€nce”, affluent adults clearly are 
the most important and fastest 
rowing target market in America 
for automobile manufacturers. 
Once considered too small numer- 

> ically to merit serious considera- 
tion, there are now some nine mil- 
ion affluent (18 and over) adults 
{iving in households with annual 

/ (\ncomes of more than $40,000. 
at’s a67 percent gain over 1978. 
Seventy-two percent of these 

. households are two-income 

amilies, the research company 
Says, and they average 2.7 cars 
ach, more than double the na- 
Nional average of 1.2 automobiles 
Ser. 

Over 90 percent of these afflu- 
ntial men and women own 
omestic cars, and over 35 percent 
wn foreign makes. Over 40 per- 
“ent of the families own three cars 
r more. 


~x~** 

eaction to regulation. A Univer- 
Sity of Michigan business 
conomist insists our environ- 
ental laws and many other gov- 
“Sznment regulations are bad laws 
hich diminish rather than im- 
rove the quality of life. 


;. The environmental laws are not 
‘uproving the world’s air and wa- 
rs in many instances, Prof. Ross 
‘chool of Business Administra- 
4 
y 


ilhelm of the U-M Graduate 
on says. Also, he says, ‘(We are 
employing our own people, de- 
‘voying our own companies, and 

creasing the jobs and production 
Verseas. 


“Chrysler,” he says, “is not 
lone among the firms being 
tiven out of business... . En- 


Xyonmental and other regulations 
*e strangling our steel, coal, alu- 
jnum, zinc, lead and copper in- 
stries,’’ with the domestic 
*.toduction of these products 
\Uyropping at an alarming rate 


. ee 


while imports are increasing.” 

The picture with respect to 
those industries, he says, is dis- 
mal, one of “companies phasing 
plants out of production and not 
adding replacements; growing 
shortages, rising prices and rising 
imports, the primary impact of our 
laws being to drive production and 
jobs away from this country.” 

Wilhelm sees the coal industry 
as beingin a “depression” at atime 
when it should be booming, and he 
says the steel industry is “going 
down the tube” not just because of 
‘excessive pollution require- 
ments”, but because of “our un- 
wise tax policies” as well. 

He views the emissions and fuel 
economy regulations and the air- 
bag as being at the heart of the 
well-publicized problems of 
Chrysler. He says there is growing 
belief among analysts that Ford 
soon could be facing the same fi- 
nancial problems the Number 
Three automaker is experiencing. 

“Ford Motor Co. denies it has 
insoluble problems,” he says. 
‘The company has brought in its 
successful European management 
team, has large cash reserves and a 
very modern plant. (But) whether 
Ford is in deep trouble or not, it 
faces enormous product problems. 

“How many more Chryslers,” 
Wilhelm asks, “must we have be- 
fore we recognize our environ- 
mental laws and many of our other 
government regulations are bad 
laws?” 

xk 
‘‘Made in Japan’’ often. The 
Japanese auto industry broke its 
own record targets in '79, turning 
out more than 10 million vehicles 
for the first time. Japanese man- 
ufacturers sold 3 million in their 
domestic market and exported 
two million to the United States. 

Japan, in fact, in strengthening 
its position as the world’s biggest 
car exporter, saw its vehicles ac- 
count for 16 percent of all its over- 
seas sales dollars. Rather than a 


record, forecasters had thought a 
slight fall in exports and produc- 
tion possible. 
kkk 

Counting trucks. The inroads 
made by import cars in the U.S. 
market are obvious, but a recent 
announcement by Toyota 
graphically demonstrates that 
much the same thing is beginning 
to happen with trucks. 

The company has now sold 
more than 500,000 trucks in the 
U.S.—almost 80 percent of that 
number in the last five years. The 
most striking figures belong to 
1979. For the first time last year, 
the company went over the 
100,000 mark, selling roughly 
125,000. That performance made 
it number one among corporations 
without a U.S. address. 

Kw x 
Reliance on the automobile. With 
the airlines reportedly heavily 
booked during the holidays, 
Christmas ’79 traffic on U.S. toll 
roads turned out to be the heaviest 
ever recorded, according to the In- 
ternational Bridge, Tunnel and 
Turnpike Association. Between 6 
p.m. Friday evening, December 2] : 
and Tuesday midnight, December 
25, 15.2 million vehicles traveled 
381 million miles on 48 USS. toll 
roads. The previous record was set 
during the Christmas of ’75. 
xk 

Minority marketing. One of the 
country’s largest Chevrolet 
dealers believes there is no such 
thing as a ‘Spanish market” car, 
but he believes he has proven a 
way to sell cars to Hispanics. 

‘‘We move more than 25,000 
new, used and fleet cars and trucks 
a year,”’ says Jack Sayer, president 
of Z Frank Chevrolet, Inc. “Our 
Hispanic customers account for 15 
to 20 percent of that volume, and 
their preferences closely match 
the general Chicago market.” 

That experience makes sense, 
according to observers of the 
Chicago area who say Hispanics 
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have moved rapidly into the ranks 
of the middle and upper-middle 
income ranges. ‘‘Actually,’”’ says 
Bill Panko, advertising account 
executive with Marvin Frank & 
Co., ‘the Hispanic market is as 
varied as the total automotive cus- 
tomer base. Marketing programs 
emphasizing product features and 
the retailer’s reputation are called 
for.” 

The package Panko pulled to- 
gether to reach the metropolitan 
Chicago Hispanic market for Z 
Frank draws heavily on one of the 
dealership’s stronger qualifica- 
tions for serving that market well: 
it has well over a dozen bilingual 
employees, spread throughout the 
various departments. 

Jack Sayer notes that several 
management personnel, finance 
and insurance specialists and a 
title and transfer clerk speak 
fluent Spanish. An assistant ser- 
vice manager and a number of 
parts and service personnel also 
have that capability. 

“Anyone would prefer to buy a 
car from someone he can trust,” 
Sayer observes. ‘From a manage- 
ment view, we want to be sure 
what the salesmen are saying and 
that it is understood. Finance, in- 
surance, and title paperwork is 
complicated enough without hav- 
ing to conduct the transaction in a 
foreign language. And if there are 
any service requirements, a cus- 
tomer doesn’t want to hunt up a 
salesman to serve as a translator. 
So it’s a matter of good business 
that we have experts in their vari- 
ous fields who are bilingual.” 

Customers can learn to trust 
some of these experts before they 
even step through the dealership 
door. ‘Several of the salesmen,”’ 
Panko reports, ‘‘not only have 
broadcast voices, they come across 
on camera as well. One of them is 
quite good on the guitar, so we use 
that talent too. The net result is 
we have a pool of talent that 
knows automobiles, knows the 
audience and projects sincere be- 
lievability.” 

About 95 percent of Z Frank’s 
Spanish marketing budget is 
geared to WCIU-TV, which gears a 
significant amount of its air time 


to Spanish language programming. 
Studies indicate ads reach some 
87,000 households and 350,000 
people, about 34 percent of the 
local Hispanic population. Z 
Frank’s schedule often reaches 64 
percent of the available market on 
a given day. The dealership also 
uses Spanish language newspaper 
insertions to reinforce its message 
and fill a reminder function. 

‘‘We have Hispanic customers 
for our full line of cars,’’ says 
Sayer, ‘‘and that includes fleet 
leases. We plan to explore in- 
dividual car leases, and I’m in- 
trigued by the Hispanic potential 
in this area. I suspect it, too, will 
show the same general pattern 
we'll see in our total business.” 

xk 

Thumbs down on trucking deregu- 
lation. The West Virginia State 
Chamber of Commerce and Dr. 
Frederick Thayer, Associate Pro- 
fessor at the University of 
Pittsburgh’s Graduate School of 
Public and International Affairs, 
recently joined the ranks of those 
lining up against trucking deregu- 
lation. The WVSCC urged Con- 
gress and the Department of 
Transportation to ‘‘reject any 
proposed legislation which would 
eliminate or weaken the economic 
regulation of the motor carrier in- 
dustry.” Such a step, the organiza- 
tion says, ‘‘would create uncer- 
tainty, confusion and discrimina- 
tion” among trucking companies 
and the businessmen who rely on 
them. 

Dr. Thayer, an authority on the 
subject of transport regulation, 
charges that big trucks are “lethal 
weapons,” and he says that with- 
out regulation and the threat of 
ICC sanctions, highway standards 
will “disappear.” 

A deregulated industry, he says, 
“.. .characterized by all-out price 
competition, will force operators 
to save money by failing to main- 
tain their trucks and driving 
longer hours. The system will 
force them to.” 

In Thayer’s opinion, deregula- 
tion will bring a decrease in ser- 
vices to smaller markets as well as 
a decrease in safety standards. He 
argues that if the ICC umbrella is 
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removed, only the busiest, mos 
profitable routes will be served 
leaving towns off the beaten pat! 
stranded. Transportation systems 
he says, trucks, airlines and gail 
roads, ‘‘“must be viewed as publi | 
utilities that cannot be adequay 
regulated by the marketp] 
alone.” a 
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CORPORATE 
ANNOUNCEMENTS Ridg 


Inc, 
manufacturer of automotive cg 
products, has relocated into 
new corporate office and 


Construction on phase 1 
12,000 square foot facility log 


pleted in late December, ang 
ditional expansion is planned 
early spring... . E 
Toyo Kogyo Co., Ltd, 
Japanese manufacturer of -y; 
cars and trucks, has annoy 
record revenues and earnings 
the fiscal year ending Octobe 
1979. Factory sales were a 
1,013,159 units, a 20.5 percep 
crease over the previous y 
record of 840,558, and vehicle 
put per employee rose to 
units, up from 26 two years 
thanks to new systems. 
Leading the way were the 
pany’s three newest mode]: 
GLC, with 254,773 units; the 
sport coupe and sedan 
218,028, and the RX-7 sport 
with 74,531... . L 
Porsche has announced jg 
accept ‘America’s greatest y, 
challenge’’—the Indianay 
500—working in tandem wi¢h 
California-based! Interscope 
ing Team. The Interscope Poy 
will be driven by Danny Qn. 
USAC’s Indy Division 49 
Rookie of the Year, and the gar’ 
self will be powered by g w 
bocharged version of the prody 
tion 911 powerplant—simjlar 
the one which has powered ¢ 
winning car at LeMans three of 
past four years. 
The chassis is being develop 
jointly by Porsche ang } 
terscope. 
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VAN MAN CONVERSIONS 
“When only the best will do” 


See us at the NADA show 
Booth 100 


VAN-MAN CONVERSIONS P.O. BOX 181 GRANGER, INDIANA 46530 219 / 277-0923 
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Design, Engineering, Prototypes, Testing, Production and Promotion. A full service com 
through total responsibility, involvement and communications. 


ALABAMA Pacific T-Top, Inc. Gleisner Coach 
H & H Tops 7611 Stater Ave. 32 Haviland St. 
2421 6th Ave. S.E. Suite H Norwalk, Ct. 068°" 
Decatur, Alabama 35601 Huntington Beach, Calif. 92647 203-853-6664 
205-350-2325 714-842-3015 
? FLORIDA 
Tim Richey Viny! Top, Inc. Paul's Auto Glass dacaalies synroo! 
bmaahiaare St. yes 35203 332 Brundage Lane of Tampa Bay 
Rte ae abama 35 Bakersfield, Calif. 93304 11920 44th St N, 
| 805-327-9309 Clearwater, F!@: 
ARIZONA 813-577-0366 
Custom Landau SF Sun Roof f 
5323 E. Washington 1301 Howard St. Eckler’s Corvet! 
Phoenix, Arizona 85034 San Francisco, Calif. 94103 P.O. Box 5637 16 
602-894-1114 415-863-3775 Titusville, Fla. 9 
The Option South Bay Tops 305-269-9680 
2455 E. Aviation Hwy. 2433 Zanker Rd. Kelley's Custom 1! 
Tuscon, Arizona 85713 San Jose, Calif. 95131 305 S.E. 2nd Ave » 
602-624-5988 408-263-5202 Delray Beach, Fla 
305-272-0418 
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Our Hatchback conversion for late model Corvettes. 
The Fire-Am by Cars & Concepts (Rear wheel flares 
available for 79 and newer Trans-Ams). 

Dealer accessories include hand stitched, leather 
covered steering wheels. ® 

Our patented glass-to-glass Skylite T-roof offers 
added profits on the Grand Prix, Monte Carlo, 


e° 
PV 4 Accesso, 
301 E. Mort's 7 


Cutlass and Buick Regal. Dalton, G4 3 
The Funroof in a universal glass pop-up sunroof style. 404-278-684 
The C &C simulated convertible for 1979 and newer ILLINOIS is 
Mustangs and the 1978-80 Olds Cutlass. Action Aut st 
O.E.M. approved T-roofs for Chrysler continue in 501 N. Pree iI 
1980 through our national dealer network for Aspen, aioe 0038 : 
Volare, LeBaron, Diplomat, Cordoba and Mirada. , auto” 2 
The ultimate in roof concepts for the Firebird and Boke inc 
Camaro in optional black or standard chrome. Sooton Grove 
312-965-220" 
BRITISH COLUMBIA The Sky Is The Limit INDIANA | 
Annacis Auto Terminals, Ltd. 1701 Santa Rosa Ave Auto Trim O° 4 © 
Ft. of Dock Road Santa Rosa, Calif, 95404 4520 Lima F° 
Annacis Island, B.C. 707-545-7007 Fort Wayne, al 
P.O. Box 280 -72 
New Westminster, B.C. V3L 4Y6 Cosanane 219-460 ToP SM x 
604-521-6681 eyer & Sons Burley’s | cnt 5. 
6464 Downing 3410 North © ia¢ « 
CALIFORNIA Denver, Colorado 80229 indianapol'”, 
California Sunroof 303-289-5671 317-542-92°° I 
8290 Vickers Suite 1 rlen, Ine, ai’! 
San Diego, Calif. 92111 CORROTEN a Calum, ‘ 
714-560-7332 ast Coast Van Co. ond, in? 
2435 Berlin Turnpike Hamm 0h? 
Canoga Park Auto Tops Newington, Conn. 06111 219-937- o 
7132 Remmet Ave 203-667-0595 Centurion ick? 
Canoga Park, Calif. 91303 15509 S. "46° 
213-340-4124 Lowell, 1n@. 
219-696-7 
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2900 Sanford S.W. 
Grandville, Michigan 49418 
616-538-1820 


Trimco Co. 

3534 S. Saginaw 
Flint, Michigan 48500 
313-767-1761 


White Automotive Service, Inc. 


17100 Southfield Rd. 
Allen Park, Michigan 48101 
313-388-8800 


MINNESOTA 

Davis Brothers Auto Body 
10550 Radison Road 
Blaine, Mn. 55434 
612-786-7691 


MISSOURI 

Central Service Co. 
3115 Washington Rear 
St. Louis, Mo. 63103 
314-531-7017 


NEW JERSEY 

Auto T-Tops 

Rt. 73 & Morris Ave. 
Maple Shade, N.J. 08052 
609-663-6290 


Tops in Tops 
66 Passaic Ave. Rear 
Fairfield, N.J. 07006 

201-575-1474 


NEW YORK 

Agor Enterprises 

107 N. Washington 

E. Rochester, N.Y, 14454 
716-385-2556 


American Auto & Plate Glass 
808 Central Ave. 

Albany, N.Y. 12206 
518-438-3561 


Lakeview Auto Sales & Service 
415 Lakeview Ave. 

Bayport Li, N.Y. 11705 
516-472-3108 


Ritacco's Service Center 
2430 Boston Post Road 
Larchmont, N.Y. 10538 
914-834-9300 


NURTM CARULINA 

C &C Top Shop 

421 McArthur Road 
Fayetteville, N.C. 28301 
919-488-0066 


T-Tops, Inc. 

303 N. West St. 
Raleigh, N.C. 27603 
919-834-9140 


OHIO 

Clark's Vinyl Tops & Repairs 
Rt. 2 

Defiance, Ohio 43512 
419-428-4834 


Jim Hayden, Inc. 

4900 Reading Road 
Cincinnati, Ohio 45237 
513-242-8880 


Protecto Auto Center, Inc. 
3110 Whipple Ave. N.W. 
Canton, Ohio 44718 
216-477-8161 


The Trim Shop, Inc. 
734 E. Garden Rd. 
Columbus, Ohio 43214 
614-268-3500 


OKLAHOMA 

Sunroof of Oklahoma, Inc. 
3709 S. 73rd E. Ave. 
Tulsa, Oklahoma 74145 
918-663-4256 


Sun Roof, Inc. 

2514 West I-40 

Oklahoma City, Okla. 73108 
405-232-1181 


ONTARIO CANADA 
Custom Van & Auto Designs 
RR #8 

Brantford, Ont. N3T5M2 
519-759-6030 


Elegant Car Custom 

P.O. Box 2154 
Walkerville Postal Station 
Windsor, Ont. N8Y 4R8 
519-258-5414 


Hy's Auto Trim 

335 Wharncliffe Road S. 
London, Ont. N6J 2L9 
519-433-3511 


Ontario Sunroof, Inc. 
5642 Young St. 

Thornhill (Toronto) 
Ontario, Canada M2M3T1 
416-226-4344 


OREGON 

Accent Auto Accessories 
11595 S.W. Canyon Rd. 
Beaverton, Oregon 97005 
503-644-7110 


West Side Auto Glass 
1093 West ‘st. 
Eugene, Oregon 97402 
503-344-7565 


PENNSYLVANIA 

Chetty’s Kustom Auto Uphi. 
P.O. Box 109 

Chadds Ford, Pa 19317 
215-459-5737 


Rapp’s Auto Body 
2004 Edinboro Road 
Erie, Pa. 16509 
814-868-3912 


Red's Auto Seat Covers, Inc. 
1841 Babrock Blvd. 
Pittsburgh, Pa. 15209 
412-821-5594 


Quality Coach, Div. Rec Ve, inc. 
Route 309 

Montgomeryville, Pa. 18936 
215-643-2211 


Quality Vinyl Tops 
1005 S. Mill St. 

New Castle, Pa. 16101 
412-652-6924 


QUEBEC - CANADA 

G. LeBeau, Ltd. 

625 rue Deslauriers 
St-Laurent, Quebec H4N 1W9 
514-336-7070 

514-687-3520 


RHODE ISLAND 
Junior's Custom Coach 
277 Hartford Ave. 
Providence, R.1. 02909 
401-272-1427 


TENNESSEE 
Corvette Limited 

937 East Hudgens St. 
Cookeville, Tn. 38501 
615-526-9395 


Southeastern Car Customs 
713 North Cumberland St. 
Morristown, Tn. 37814 
615-587-2191 


Sure-Fit Store 

1401 Gallatin Rd. 
Nashville, Tn. 37206 
615-262-5793 


TEXAS 

Auto Decor, Inc. 
3931 Canyon Drive 
Amarillo, Tx. 79110 
806-355-5687 


Don's Service Center 
2424 West 7th St. 

Ft. Worth, Tx. 76107 
817-335-4977 


Orig-Equip 

6209 Montana 

El Paso, Tx. 79925 
915-779-3675 


Pickup Specialties 
16714 1|-45N 
Houston, Tx. 77090 
713-443-6070 


Skylite of San Antonio 
2640 Broadway 

San Antonio, Tx, 78215 
512-828-5571 


Texas Radio Corporation 
11420 N. Central Expressway 
Dallas, Tx. 75243 
214-692-0895 


UTAH 

Pro Body Shops, Inc. 
4015 South West Temple 
Salt Lake City, Utah 84107 
801-262-4693 


VIRGINIA 

Mr. Hoyt's Inc. 

1205 Westover Hills Bivd. 
Richmond, Va. 23225 
804-233-5658 


WASHINGTON 

Durham Upholstery 

2227 9th Ave. 

Seattle, Washington 98121 
206-682-3500 


WISCONSIN 

Avenue Auto Supply 

819 E. Washington Ave. 
Madison, Wisconsin 53703 
608-257-6701 
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12500 E. GRAND RIVER AVE. BRIGHTON, MI 48116 
1-800-521-9753. In Michigan (313) 227-1400. 
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Your 1980 
Convention 
Schedule 


FRIDAY, February 8th 
1:30 pm-5:00 pm Early Registration Superdome—Mezzanine Leve] 
SATURDAY, February 9th 
8:30 am-5:00 pm Registration Superdome—Mezzanine Leve] 
8:30 am-2:30 pm Exposition Open Superdome—Ground Level 
12:00 noon-5:00 pm Life Style Center Open Marriott Hotel Exhibit Hal] 
2:30 pm-4:30 pm Formal Opening of the Rivergate Convention Center 


63rd Annual Convention North Hall 
Guest Speaker: Lee Iacocca 


6:00 pm Allied Industry & Mfg. Hospitality Functions NADA Hotels 


SUNDAY, February 10th 


9:00 am-5:00 pm Registration Superdome—Mezzanine Leve] 
10:30 am-11:30 am Non-Denominational Worship Service Rivergate Convention Center 
Featuring: Pat Boone North Hall 
11:30 am-5:00 pm Exposition Open Superdome—Ground Level 
11:30 am-5:00 pm Life Style Center Open Marriott Hotel Exhibit Hal] 
1:30 pm-3:00 pm Workshop Sessions Superdome—Meeting Level 9 
3:30 pm-5:30 pm Import Make Meetings Superdome—Meeting Level 299 
3:30 pm-5:30 pm Workshop Sessions Superdome—Meeting Level 299 
6:00 pm Allied Industry & Mfg. Hospitality Functions NADA Hotels 
MONDAY, February 11th 
9:00 am-5:00 pm Registration Superdome—Mezzanine Leye] 
9:00 am-5:00 pm Life Style Center Marriott Hotel Exhibit Hal] 
9:00 am-5:00 pm Exposition Open Superdome—Ground Level 
8:30 am-10:00 am = Workshop Sessions Superdome—Meeting Level 299 
10:30 am-12:00 noon Workshop Sessions Superdome—Meeting Level 299 
1:30 pm-3:00 pm Workshop Sessions Superdome—Meeting Level 299 
3:30 pm-5:00 pm Workshop Sessions Superdome—Meeting Level 299 
6:00 pm Allied Industry & Mfg. Hospitality Functions NADA Hotels : 


TUESDAY, February 12th 
9:00 am-3:00 pm Registration Superdome—Mezzanine Leve] 
9:00 am-1:00 pm Exposition Open-Closes Superdome—Ground Level 


9:00 am-1:00 pm Life Style Center Open Marriott Hotel Exhibit Hall] 
8:30 am-10:00am = Workshop Sessions Superdome—Meeting Level 9, 
10:30 am-12:00 noon Workshop Sessions Superdome—Meeting Level 2 

1:30 pm General Session Hyatt Regency Hotel— 

Guest Speaker: William P. Clements, Jr. Grand Ballroom 

Governor of Texas 
3:30 pm- Domestic Make Meetings Superdome—Meeting Level 2 
7:00 pm- NADA Diamond Dinner & Reception for Fairmont Hotel—Internationa] 
DEAC Contributors Featuring: Imperial Ballrooms ' 
A MARDI GRAS BALL with 
PETE FOUNTAIN 


(Ticket Purchase Required) 
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: We've put it all together 
) so GM Dealers can do it all. 


General Motors Acceptance Corporation practically Ways to make it easier for you to merchandise cars and 
invented automotive financing. When we set up shop trucks. Ways to make it easier for your customers to buy, 
over 60 years ago, car financing was almost unknown. lease or rent them. 
Since then, thousands of GM Dealers (and millions Whatever your financing requirements — retail. 
of new-car buyers) have come to depend upon GMAC wholesale, leasing, daily rental or a capital loan —GMAC 
for their financing needs. As a matter of fact, we’ve is ready with plans and know-how to help make your 
* extended more automotive credit than any other financial dealership the trans- 
organization in the world. That makes us your most portation center in 
experienced automotive credit source. your community. G NM AC 
And we've continued to anticipate your needs by We're committed to 
expanding our services in new and innovative ways. helping GM Dealers doital. FINANCIN G 


Seal 


WHOLEQALE 


ELSLLUG 


Flexible plans. 


RENTAL 


Extra income from rentals. 


Better gas mileage. A Civic responsibility, 


When we built our first Honda Civic back in 1972, we designed it as an ans 
to the world’s transportation problems. Even that long ago, fuel economy \ 
one of our prime considerations. 
You don’t have to be an expert in international economic 
cae know that in most parts of the world gasoline 
36 EPAESLMPG,49HWY. 1S becoming more and more expensive. All you have to 


MPG. USE 36 MPG FOR : 

COMPARISON. YOUR Me: 1S OWN an automobile. 

AGE MAY DIFFER DE- We are therefore pleased to announce that our 1989 
PENDING ON WEATHER, ne : 

speep,aNDTRIPLENcTH.  tionda Civic GL received an EPA rating of 

ACTUAL HWY. MILEAGE ous Berri i 
Saidamomatis estimated mpg, 49 highway mpg. ‘That’s a nine per : 
THAN SHOWN. FIGURES cent increase over the 1979 model. 

ARE LOWER FOR CALIE AND 

cont i ienteane Even without such excellent fuel economy, 1980 


would be a landmark year for the Honda 
Civic. For the first time since it was introduced, the Civic has been 
completely restyled. 
Without adding so much as one inch to the overall length of the 
car, we gave the 1980 Civic thirteen percent 
more interior space, allowing 
more legroom and 
shoulder room. 
We gave it twen- 
ty percent more 
window area for 
better visibility. And 
we gave the new Civic 
a longer wheelbase and 
improved suspension for a 
smoother ride. 


All this, and better gas mileage 
in the bargain. Reason enough why SEE 
in 1980 you might want to make a a $337) 
Civic your civic responsibility. SS 


We make it simple. 


ne 
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>< y Why Oakleaf is the*1 
». F&I computer for you 


One unit a single, beautiful unit does every- 


thing you need for increased F&I profits. 


One source Oakleaf takes responsibility for 


manufacture and programming and maintenance. 
You are not thrown to the mercy of vendors. 


—— Easiest the Oakleaf SX-330 is the 


easiest full-service F&I computer to 
learn how to operate...it’s the easiest to 
use, too. 


Fastest fastest printing speed of 


any F&I computer. 


Most reliable completely solid state. 


The Oakleaf SX-330 is the most reliable of all 


F&I computers. 
Only dealership 
F&I COMPUEET tne caktear sx-330 is the 


only computer specifically designed for automotive 
dealership F&I. No wonder it’s #1! 


Call or write Barbara Porter, National Marketing Depart- 
ment, (213) 989-5989, for more information on how the 
Oakleaf SX-330 will create an F&I profit center in your 
dealership. 


Or send this coupon today. 


14600 Titus Street 
Panorama City, CA 91402 


Your name 


Dealership 


BOOTHS 
1219-1220 


| SEER IG 3.” Wit etne Sree See naa ad Telephone ( 


Address Ci eceieeiinnnhitivad-abeieigiic ot 5 


L et’s be honest. You'll 
never sell yourself to any- 
body if you’re a walking 
example of gloom and doom. 
But you'll have just as tough a 
time if you always look at ev- 
erything through rose-colored 
glasses. The former is a bore and 
the latter is unrealistic. Look for 
yourself. The sky isn’t really 
falling, but neither is life—as 
the song says—a promised rose 
garden. 

How you look at life is how 
you look to others. And that’s 
the truth. So, one of the steps in 
selling yourself to others, to 
finding success in whatever 
your calling, is developing the 
right outlook. 

Some years ago when my son 
was a youngster, I gave him a 
telescope for his birthday. He 
called it his spyglass, which was 
fitting, because with it he spied 
a great truth. He was using it 
when he said to me, complain- 
ing, ‘Dad, this is no good. I can 
see better without it. Every- 
thing’s too small.” I studied 
him. Of course, he was looking 
through the wrong end. He 
wasn’t getting the big picture at 
all. . . not of his birthday cake 
with the nine candles, not of the 
car in the driveway across the 
street, nor of life. He had the 
narrow outlook through the 
telescope. 

The secret he learned that day 
was one we need to discover as 
well: to have the proper out- 


These columns are prepared by Joe Girard, named the world’s greatest salesman 12 times by the Guinness Book of World Records, and s dic? 
through Allied Press International. All questions and comments concerning information included in these columns should be directed to APY P. 0 } 


2291, Washington, DC 20013. 


Develop The Right Outlook 


look, we must turn the viewing 
instrument—ourselves—around. 
Ask yourself when you look 
at life, at others, at objects, at 
events, if you see the whole pic- 
ture or only part. Do you exam- 
ine both sides of a question? Are 
you fair or judgmental? Do you 
keep an open mind? Perhaps 
you are standing in the way of 
yourself. Do prejudices either 
for or against throw the picture 
out of focus? Do you fail, as has 


See life as larger 
than yourself. 
When you do, a 
miraculous thing 
happens. 


been so often said, to see the 
forest for the trees? 

A few years back I was hon- 
ored with the Golden Plate 
Award for outstanding sales- 
manship by the American 
Academy of Achievement. 
There were a number of others 
so honored at the same time. On 
that occasion the late Dr. 
Werner Von Braun, the father of 
the American space program, 
told me that he was amazed at 
what miracles a change in out- 
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Selling Yourself |». 


Joe Girarg 


look could perform, of beeo 
ing objective instead of subjed 
tive. 

A man who had perfegcte) 
rocketry during the NaZi reg; 
came to see the world not » 
something to be destroyed py 
to be enlarged. His new, for 
right, positive outlook Jeg ; 
America opening a doorway t 
the universe. Yet, he could hay 
chosen to view life as a defes 
ing force, to look at the wos 
through the wrong end of ¢ 
telescope, to have failed to ~ 
the stars. 

You see, outlook meaps 
exactly what it says. Lookip 
outward not inward, embracip 
others, ceasing to be gop 
centered. You are yOur oy 
telescope in life. If your Perce} 
tions are narrow, bigoted > 
ored, out of focus—then’ py; 
yourself around and look agai, 

See life as larger than you 
self. When you do, a miracyjo, 
thing happens. You no Jg 
view yourself as the Cente, . 
the universe, wearing Your e 
on your sleeve, but yoy se 
yourself as a part of life 
even when the sky is falling it 
wonderful. 

The right outlook on Peop! 
family, business assogjage 
friends, ideas and, most impo 
tant, yourself, can Work we 
ders in creating a new you 
person everyone Wanto wm 
know, enjoy, share With 4» 
yes, even love. 
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PITCHER & DOYLE INC. 


PROTECTION PLUS. ... 


s Aunique dealership insurance program* designed @ Loss engineering 
specifically for GM car and truck dealers. Gh 
PROTECTION PLUS provides participating GM @ Adequate dollar limits 


dealers with a full spectrum of coverages plus 


@ Potential group safety dividends** 
these outstanding benefits: 


@ Responsive country-wide claim service 

@® Lower administrative expenses and reduced 
loss costs achieved through the control safety SERVICE BY LOCAL FAMEX AGENCY 
group concept SYSTEM TO ASSURE PROMPT 

@ Financially sound, highly rated insurance TESS AL SRrn Te 
companies 


DON'T WAIT... CONTACT PITCHER & DOYLE, INC. 
NOW TO PUT THE FAMEX SYSTEM 
TO WORK FOR YOU 


N— PITCHER & DOYLE, ING 


TOLL FREE (800) 638-8654 


t 

NS 

S..Snds cannot be guaranteed in advance. Dividends are payable on certain coverages only after declaration by the Insurance Company's Board of 

= tors from surplus accumulated from premiums on policies subject to dividends. Any information regarding dividends refers to expired policies sad te 

aN representation as to future dividends. Safety group dividends, based on the loss experience of the safety group, are utilized in all States where 

x ‘tted. In Texas, other dividend programs are employed. In Minnesota, workers compensation dividends are computed separately from safety group 
Nnds on the other coverages. 
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Nresently available in Canada. 


Auction Block 


Making Auctions Work For You 
(Part II) 


suggested ways dealers could 

utilize auctions to their best 
advantage. Let’s continue by 
examining the step-by-step pro- 
cedures you'll actually use at 
the auction. These procedures 
may vary from auction to auc- 
tion, but the desired end result 
will always be the same: you'll 
buy and you'll sell automobiles. 

You arrive at the auction driv- 
ing a car you wish to enter for 
the weekly sale. You pull up to 
the check-in window or lane. At 
this point, the auction takes 
over, requesting information on 
year, make, model and equip- 
ment on the car. The auction at- 
tendant puts an entry number 
on the car and parks the unit in 
the proper “year and number 
slot’’ (parking area). At the 
proper time, as determined by 
its sequential number, the car is 
driven to the auction block by 
an auction employee. Auction 
personnel have the correct pa- 
perwork to match your car or 
the car being offered. 

You, as seller, get on the 
block and tell the auctioneer 
the condition under which you 
want to make the sale. (Note: In 
some areas of the country the 
seller does not get on the auc- 
tion block, but will put a floor 
price on his car and indicate the 
condition of the car when he 
registers it.) 

Normally, there are four 
“conditions”. Along with ver- 
bally announcing this condi- 
tion, most auctions use a light 
system to continually apprise 
bidders of it: 

Condition One. Sold with a 
drive—titled—green light. This 


I: the January issue of AE I 
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car is mechanically sound—no 
defects in the motor, different- 
ial or transmission. Buyers 
should road-test the car 
promptly. If the buyer feels 
there is a legitimate complaint 
outside of any announced 
minor defects, he or she should 
immediately report it to the 
auction for arbitration. 

Condition Two. Announced 
defects—titled—amber light. 
Buyers bid knowing these de- 
fects. Again, the buyer should 
road-test the car. If he or she has 
any complaints outside the an- 
nounced defects he or she 
should notify the auction. Also, 
these defects are noted on the 
sales slip as part of the condi- 
tion for sale. 

Condition Three. As is— 
titled. Self-explanatory. 

Condition Four. Title 
attached—no title—blue light. 
Assignable title does not ac- 
company the car. 

Normally, an auction guaran- 
tee is limited to a cracked block 
and frame damage. A guaran- 
teed title insures that it will be 
free of all encumbrances or 
liens. 

If the car is purchased, the 
buyer and seller normally will 
be required to immediately sign 
the purchase agreement at the 
auction block. Caution—before 
signing, verify the price and 
note any announced defects. If 
any discrepancies are noted, ad- 
vise the auctioneer im- 
mediately. 

Settlement is usually re- 
quested within one hour. The 
seller delivers the neogitiable, 
properly signed title to the set- 
tlement counter. The buyer is- 


George Base] 


sues his or her check (one 

car) at the settlement windo» 
for the car purchased. Withj. 
about a half-hour after the ge’ 
tlement is made, the seller wi 
secure the check and the py 
chaser will obtain the title » 
the check and title picky» 
counter. This completes ¢h 
sale. You have your auctio 
check, the buyer has the cay 

Here are some helpful ge}jjp 
tips: 

e “Reconditioned” carg gop 
sistently bring top dollar (Se 
the article ‘Spotlight On A gy» 
cessful Wholesaler’’ jin ¢) 
January 1980 issue of autome 
tive executive.) 

e Announce the conditjg 
the car honestly. This 
eliminate a lot of trouble 
everybody. 

© Get your car to the ayctip 
early. Let the buyers have tip 
to look it over. 

If the above selling tips a 
followed, the buyers wij] } 
looking for your cars. 

Now, here are some helps 
buying tips: 

° Give yourself plenty | 
time to look over the cars int 
sales lot. 

© Bid to fair market valu 
Don’t harm the seller’s chan 
for a fair price. 

© Verify vehicle identific 
tion number and mileage oy ¢ 
car before settlement. 

@ Settle promptly. This w 
make it easier on yourse]f¢ 4 
seller and the auction perse 
nel. 

xe 
Short Notes. Decembe, } 
1979, Southern Auto Sales 
Warehouse Point, Conn, ¢y 


Auction Block is prepared exclusively for automotive executive by George Basel of the NADA Official Used Car Guide. All comments Or questi 
pertaining to these columns should be mailed to: George Basel, automotive executive magazine. 8400 Westpark, Dr., McLean, VA 22102. 
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cluded its annual ‘Appreciation 
Promotion”. Associated R&R 
Auto Sales of West Springfield, 
Mass., won the grand prize of a 
1980 Cadillac Sedan Deville. 
xk 

Frank Hildreth, president of 
the National Auto Auction As- 
sociation, reported to the hospi- 
tal as a precautionary step after 
feeling a few chest pains. After 
running the gamut of tests, doc- 
tors gave him a clean bill of 
health and he’s ready to carry on 


his duties for the new year. 
KR 


Alabama 


SAND MOUNTAIN AUTO AUC- 
TION, INC., Highway 431, Boaz, 
Ala. 35957. Tel. (205) 593-4293. 
Multi-lane selling every Wednes- 
day 11:30 a.m. Pick up and delivery 
unlimited. Recon available. Fleet & 
lease welcome. Member NAAA & 
NIADA. Licensed dealers only. 


Canada 
VANCOUVER AUTO AUCTION, 
6146 Baresford St., Burnaby, B.C., 
Canada V5J1K3. Wednesday 10 
a.m. Tel. (604) 437-5185. 


Connecticut 


SOUTHERN 


AUTO AUCTION 


RT. 5, WAREHOUSE PT., CT. 
There’s an Auction Every 
Wednesday at Southern 
Larry Tribble & Bob August 

203-623-2617 


Mississippi 


DEALERS AUTOMOBILE AUC- 
TION OF THE SOUTH, INC., 
Horn Lake, Miss. Every Thursday 
at noon. Tel. (601) 393-0500. 


Ohio 


OHIO AUTO AUCTION, INC. 
ew million-dollar facility for 
Qealers. Every Tuesday at noon. 
Tel. (614) 871-2771. 
ee 
Tennessee 
Se 
LENOIR CITY AUTO AUCTION 
So., N. Hywy. 95, Lenoir City, 
enn. 37771. Auctions Tuesday & 
riday at 7 p.m. Tel. (615) 986-8096. 
eR 


Texas 


“\MARILLO AUTO AUCTION. 
Lease & fleet specialists for 33 
ears. Write or call Dale or Friday, 


508 E. 10th Ave., Amarillo, TX 


9104. Tel. (806) 372-2206. 


system 


National Auto 
Auction Association 


member auctions K... 


handle over 3,000,000 cars and Visit a nearby 


trucks a year. They help you ® A A A 


buy and sell profitably. They 
member auction 


help you balance inventories. 
Auction members provide 
multiple services, too, like 
transporting cars, washing, cleaning, and repairing 
them. And, our auctions help establish real market 
values for automobiles across the nation. This is free 
enterprise at work. It is private enterprise at its best. 
Both buyers and sellers at our auctions profit through 
regular visits...where ethical standards and practices by 
Our members are unexcelled. 

Isn’t it great to Know an Association like NAAA is 
working for you? Where else, but in America? 


For additional information and name of your nearest 
member auctions, phone or write: 
Bernard Hart, Executive Secretary 


Association, ING. We look forward to seeing 


5701 RUSSELL DRIVE our NAAA friends at 
LINCOLN, NEBRASKA (402)464-2170 BOOTHS 653-654 
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Tax Brakes 


Maybe You Can Sell 
Your Business Tax-Free 


f you own all or part of a pri- 
vately held company, this 
item could save you a large 
bundle of tax money. We’re 
going to talk about a new tax 
thrust nicknamed a ‘‘cash 
merger’’. In a nutshell, a closely 
held operating company is 
merged into a mutual fund. An 
example should open up your 
eyes and, hopefully, some tax 
doors to large savings. 

Assume that Old Corp. is pri- 
vately owned and closely held. 
Its shareholders represent three 
generations with diverse in- 
vestment objectives. Some of 
the shareholders have no active 
interest in the business and 
want to increase dividends. 
Other shareholders, led by cur- 
rent president Joe Tiger, are 
pushing a corporate policy to 
reinvest earnings to provide for 
growth. The fair market value 
of the corporate assets are about 
equal to book value. 

Most of the elderly share- 
holders have a problem with 
their estate liquidity and are 
very concerned about the valua- 
tion of their stock for estate tax 
purposes. Because the basis of 
their stock is virtually zero, 
they are reluctant to accept a 
rather generous offer by Joe 
Tiger and his group. The elders 
just don’t want to pay the large 
capital gains tax. 

A cash merger offers to solve 
this tax dilemma by taking all 
the current stockholders out of 
their present situation tax-free. 
Skipping the technicalities, the 
problem is solved by a two-step 
transaction for Joe Tiger and his 


group and a three-step transac- 
tion for Old Corp. Let’s take Joe 
Tiger and his group first: 

Step One. Joe Tiger and his 
key employees create New 
Corp. and arrange for nearly 100 
percent financing for the pur- 
chase of Old Corp. 

Step Two. New Corp. as- 
sumes all the outstanding 
liabilities of Old Corp. and pur- 
chases the assets of Old Corp. 
for cash. Joe Tiger and his group 
will continue to control the 
business and pursue their 
growth objectives without the 
necessity of satisfying the in- 
come requirements of the other 
shareholders. 

Old Corp., on the other hand, 
would engage in the following 
three steps to realize a tax-free 
organization: 

Step One. Old Corp. sells its 
assets to New Corp. 

Step Two. Pursuant to a plan 
of reorganization, Old Corp. ex- 
changes the cash it receives 
from New Corp. for the shares 
of a mutual fund that is invested 
in tax-free bonds. This is a tax- 
free exchange. 

Step Three. Old Corp. is 
liquidated. Old Corp. then dis- 
tributes the bond fund shares to 
its shareholders in exchange for 
their stock of Old Corp. 

(Hats off to Fidelity Manage- 
ment and Research Co., head- 
quartered in Boston, that sent 
me the material for this item. 
Fidelity has actually been 
through the mill on several of 
these transactions with favor- 
able results.) 

And what does the IRS think 


Irving Blackmman 


of all this? Well, you guegge/ 
it—they don’t think very mye. 
of it. In the beginning, the [Rs 
was granting favorable ryjing 
in this area. For approximately 
one year, however, the IR§ ha: 
refused to grant any further py), 
ings that will give you safe egm 
fort if you contemplate a trans 
action such as this. P 

A number of tax commen 
tators still feel this maneyyer; 
safe from IRS attacks and ay 
recommending—with advice ¢ 
counsel—that such plang egp 
tinue ahead at full speed. Oy 
ously, without advance IRS 
blessing, such a tax Maneuyer}* 
risky. Nevertheless, becauge ¢ 
the tremendous tax Saying 
possible via such a tax-free peo: 
ganization, you are strong]y ep 
couraged (if the circumstay 
fit) to take a close look at a = | 
merger. 

x** 

An interest-ing note. Bye, 
two years the IRS redetermjine 
the rate it will charge for inte 
est on tax deficiencies. U 
February 1, 1980, the inten 
rate was a delightful 6 perce; 
Sorry about that—but the 
rate starting this month jg, 
percent. 

The way the law is gy 
tured, this onerous 12 percep 
rate will be with us unt] pe} 
ruary 1, 1982. The rate wi] gt: 
in effect regardless of Wheth: 
prevailing interest rates qec]ip 
or continue to rise during th: 
period. 

Management will be face 
with a tough decision if j¢ g 
cides to fight IRS 0n a Contest, 


‘ 


These columns are prepared by Blackman, Kallick & Co., certified public accountants, under the watchful eye of Irving Blackman. a alan 
attorney and author of Winning The Tax Game, consults with businessmen around the country on the subject of taxes and profitability. Questia 
concerning these columns should be addressed to Blackman Kallick # Co., 180 N. LaSalle St., Chicago, IL 60601, 
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> issue. With a6 percent rate, the 
taxpayer was in a ‘‘no lose” 
Situation; heretofore, the cost of 
money was substantially higher 
than the IRS’ 6 percent rate. 
Even though deductible, the 
new rate gives the IRS a sub- 
Stantial advantage in negotiat- 
ing the settlement of what 
could be a hotly contested tax 
issue. If you fight and lose, you 

: will not only be forced to pay 

_ the additional tax but also 12 

percent per annum on top of the 
tax. 

’ There is one small ray of sun- 
Shine in the interest rate in- 
Crease. Refunds for periods after 

ebruary 1, 1980 will be paid to 
You at the new rate. 
s 


xk 


Beating the charitable deduc- 
tion limit. Each year the chari- 
table contributions that a cor- 
- Doration may make are limited 
to 5 percent of its taxable in- 
Some. As a result, many corpo- 
Xations that would like to give 
ore, do not because the con- 
“tibution is simply not deduct- 
Xble. A method has finally been 
iscovered to help such corpo- 

~ ations avoid the 5 percent lim- 


The limitation can be avoided 
by having the corporation 
create a 10-year-plus trust. At 
the same time the trust is 
created, the corporation trans- 
fers income-producing property 
to it. The trust will earn income 
from this property each year. 
The trust will contribute to 
charity all of its income. Thus, 
the income earned will be offset 
by a charitable deduction. In ef- 
fect, the trust will be a tax-free 
entity. The corporation, on the 
other hand, can by this method 
deduct any amount it desires 


above the 5 percent limitation. 

Any capital gains realized by 
the trust during its 10-year-plus 
existence will be added to the 
corpus of the trust and are tax- 
able to the corporation when re- 
alized. At the end of 10 years, 
the corporation will receive 
back the original amount con- 
tributed to the trust together 
with any corpus additions. The 
receipt of this property back 
from the trust by the corpora- 
tion will be a tax-free transac- 
tion. 


fE 


THE MARKETPLACE PATRONIZED 
BY MORE FRANCHISED DEALERS 


Col Red” Oak 


SALE EVERY THURSDAY 
10:00 A.M. 
Airport Service 


Atlanta Auto Auction 


= SEZ 4900 Buffington Rd., Red Oak, Ga. 30272 + (404) 762-9211 


} tation. 
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‘Nave A (BALL IN NEW ORLEANS 


ON 
THE WE 


Manheim Way! 


- 
: WANHEIM AUCTIONS, P.O. BOX 4667, LANCASTER, PA 17604- Auto Auctions 


x 


t Manheim, Pa. + (Dealers) Indianapolis, Ind. * (N.A.D.E.) Bordentown, N.J. 
utler) Gibsonia, Pa. * High Point, N.C. + (Atlanta) Red Oak, Ga. « Fresno, Calif. 


RVetro) Milwaukee, Wisc. + Kansas City, Mo. » Lakeland, Fla. * Orlando, Fla. 
_ edericksburg, Va. * (C.A.D.E.) Anaheim, Calif. 


A Service of Cox Broadcasting Corporation, Atlanta, Ga. 


MANHEIM Way! 


Play the game that’s helped America’s 
smartest dealers solve their marketing 
problems ... for over 35 years! You can’t 
lose when you stay on the ball The 


Our all-new NADA Show booth will show you 

how to avoid those bad bounces and maintain 

a well-rounded inventory — for big profits! 
We'll be looking for you! 
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Used Cars 


When There’s Not 
Much to Say. 


here are few things in life 
T more satisfying than to 

have an outlet for some- 
thing you wish to say. There are 
equally few more frustrating 
times than having the opportu- 
nity to say your piece when you 
have nothing to say! One would 
think it quite a simple matter to 
write a few lines each month 
and, if one could cover the spec- 
trum of human experience, it 
might be just that. Surely any- 
one living in this area who takes 
a daily newspaper could write 
columns commenting upon 
what is or is not taking place in 
the nation’s capital. But, to re- 
strict yourself to the used car 
business is another thing en- 
tirely. For openers, even in the 
best of times I could deplete my 
meager knowledge in two or 
three columns. For closers, we 
are not enjoying the best of 
times. 

I have not been wrong too 
many times this year—how 
many errors can you make in 
two days? (I’m writing this on 
January 2.) I tallied a respectable 
average in 1979, the most recent 
of which was to tell my wife 
that I would not buy her a gold 
coin for Christmas (she men- 
tioned this in late November) 
because surely this madness 
must cease. It is not that she is 
one to rub it in, but she does lis- 
ten carefully to the financial 
news in the evening—just in 
case I might miss the last absurd 
quotation. 

My request for comments did 
not go unnoticed. Some readers 
did write their thoughts and 
some others called. There was a 


The Used Car column is prepared exclusively for automotive executive by James H. “Harry” Lawrence, editor of the NA DAO 
Used Car Guide. All comments or questions pertaining to these columns should be mailed to: “Used Cars,” automotive exe 


central theme from the inde- 
pendents, a genuine sympathy 
for ‘‘what the new car dealers 
must be going through.” One 
dealer’s letter was good enough 
to publish so I wrote and asked 
him to expand upon it a bit. 
There is a ring of truth when 
someone writes from the 
‘field’. That’s where things 
happen. 

I think I must exercise some 
care in what I say. Some edi- 
tions ago I wrote a page about 
“Does Anyone Up There Care?” 
I mentioned a few names of 
those “factory” people involved 
in used car merchandising. Let’s 
take a look now: two of the gen- 
tlemen, Bob Koch and Bill Thee, 
retired as of December 31. Gee, 
that doesn’t sound too bad— 
Bob is a bit younger than I! But, 
Ford did not keep all the action, 
Chevrolet sent Bob Wholehan 
to Philadelphia as the assistant 
zone manager. 

I wonder how many dealers 
track the insurance rates on cer- 
tain cars? I don’t know the ex- 
tent to which the cost of insur- 
ance influences a buyer 
(perhaps it slips by unnoticed in 
the excitement of buying a car), 
but it would do no harm to look 
into it. If one regards all costs, 
not only is insurance a part of 
the initial outlay but it is a re- 
curring cost. There appears to 
be a trend toward basing pre- 
miums upon repair-cost history 
and rate-of-theft record. I am 
not certain but I believe both 
GEICO and Allstate are already 
embarked upon a program of 
this type. I also believe the In- 
surance Service Office has 


magazine, 8400 Westpark Dr., McLean, VA 22102. 
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undertaken some studies al]on 
these lines. Well, it may pe, 
reasonable way to goO—I dop!! 
know. I can see that a car with) 
combination of ‘problems 
could soon become a bit hardy 
move. Consider a car With a his 
tory of above-average costo 
repair, an above-average the: 
rate and then add a couple ¢ 
normal handicaps like poor mp 
and the high cost of money 
How many of you remempbe 
the era of the muscle carg ap 
the premiums on their eoye 
age? I recall our problems wy 
the various little symbols 
gers, double asterisks and whos 
ever, all intended to poing 
that this car is differen, | 
seems to me that fora time eye 
four-speeds were suspect, The: 
are only a few around but J] ¢ 
the Cosworth Vega is just gp 
digit under the symbol] fo, 
‘Vette! 

Jerry Hayes, Hayes Brothe 
Buick in Salt Lake City, gay, 
toward the end of the yegy » 
asked me a rather simple gue 
tion: ‘How do you prospec¢ | 
used car buyers?” He obgery 
the case in his dealership. ¢ 
new car salesmen made te 
phone calls and mailed gay 
but the used car crew iv 
waited for someone to Walkir 
never thought about it, 7 » 
pose because I had no reaggn) 
But I can understand Jer, 
concern. Perhaps we coujd « 
one crew fishes with baj¢ » 
the other does not. But, perp, 
some of you can give Us g fay 
How do you prospect for ys 
car buyers? Anyone Want to 

(See USED CARS Pg. 22) 
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nd now is the time to seek the leader, 
When it comes to improving efficiency 
and maximizing sales and profits — 
from the showroom to parts and service opera- 
tions — only America’s No. 1 in-house compu- 
ter system will do. 
Ws SICM has established a record that 
speaks for itself: Across the nation, it’s the sys- 
tem now in use by dealers — large and small — 
considered as the strongest and most profitable 
in the industry. For them, a matter of sound 
judgment for very sound reasons. 
WIKSIGMH is the only single-source 
supplier in the field — solely responsible for 
application design, enhancements, installa- 
tion, training and maintenance. We provide 
the best service response time in the industry, 
and a 10-year protection policy against obsoles- 
cence. In fact, we are the only company that 
manufactures its own computer and maintains a 
staff of engineers in every local office to support 
your investment. 
WIHESICMNE serves every department in the 
dealership in precisely the ways you need to 
build a stronger, tighter organization. Isn't it a 
good time to look to No. 1? 
Talk directly to our Sr. Vice President of Sales, 
Frank Culotta, by dialing toll-free 800-638-1100. 


He can arrange for a demonstration in your area. 


InNsKsighnt" 


DISPLAY DATA CORPORATION 


Executive Plaza lV Hunt Valley, Maryland 21031 Sales and Service Branches Coast-to-Coast 
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an article for us? Two double- 
spaced pages for automotive ex- 
ecutive or four if you want it in 
the NADA OFFICIAL USED 
CAR GUIDE. AE has more 
class, but I must say we do sell a 
few more Guides. True, we do 
not pay for material used, but 
consider the honor!!!! 

Big cars a bit sticky? I guess so. 
I sincerely hate to see them go. 
They have class. It doesn’t mat- 
ter what make car you sell, one 
can still admire good lines and 
those last few years of the big 
ones were a fitting way to close 
out an era. 

It’s too bad cars aren’t like 
stamps or coins. . . storage 
costs would eat up any future 
profit you might realize from 
putting away a few soon-to-be 
classics. 

There are times when I won- 
der about styling vs. utility and 
their respective impacts on au- 
tomobile values. Personally, I 
have long concluded that styl- 
ing was the thing and only an 
occasional technically oriented 
type was interested in the 
mechanics or utility. I suspect 
that’s changing. Word coming 
to us is that 4 x 4’s are still soft 
and possibly here is an example 
of evaluation by utility. As long 
as the vehicle will do the job for 
which it was intended, what dif- 
ference does it make how old it 
is? 

Another segment which ap- 
pears to be under some 
pressure—at least based upon 
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ecently, © printed an ar- 
EE ticle that was rather un- 

usual. It was about a 
dealer who used various off-beat 
and apparently successful 
methods to attract customers to 
his Cadillac showroom. One of 
those merchandising vehicles 
was BRAMANMAN, a cartoon 
character in the mold of Bat- 
man. The start of the article at- 
tempted to depict the cartoon 


data coming in over the past few 
weeks—are those cars in the 
personal, sporty category. 
These cars have been tra- 
ditionally strong and perhaps 
our signals are not true indi- 
cators, but our curiosity has 
been stimulated. 

The mid-Atlantic has thus 
far, up to early January, enjoyed 
a very mild winter. This could 
be a big plus since the area is 
heavily populated and the sav- 
ing in heating oil could be sub- 
stantial. Heating oil may not be 
interchangeable with gasoline, 
but it is a half-sister to diesel 
fuel and last winter there were 
shortages in that. Anything 
which helps to avoid a return of 
gas lines is welcome. We have 
problems enough without that. 

Those of you who plan to at- 
tend the NADA Convention, 
why not stop by our booth in the 
exhibit area. We will have staff 
members from both the Used 
Car Guide and AE on hand. Just 
in case you don’t know which 
booth is ours, there should be a 
crowd—we will have our cus- 
tomary array of portrait artists. 
There will be a used car work- 
shop in which we will be in- 
volved. This will be a little bit 
different—I hope not too dif- 
ferent. We have gone about 
panel selection a little dif- 
ferently than in previous years. 

If you are the kind who has 
something to say but who hates 
to write, stop at the booth. 
Don’t let my young associate 
intimidate you. He’s big but 
he’s gentle. m9 


NADA 
NOTES 


Notice of Annual Meetin, 
National Automobile Dealer 
Association 

The 1980 membership me 
ing of the National Automob 
Dealers Association wil] | 
held in the Rivergate Conye 
tion Center, North Hall, New 
Orleans, Louisiana, commence 
ing at 2:30 p.m., Saturday, Feb 
ruary 9, 1980. . 
Allan R. Rhodes, 

Secretary 


As a public service to NA 
dealers, the NADA Retirem, 
Trust, in cooperation with 
Southern Eye Bank, 
Louisiana Elks, and ¢p 

-Ophthalmology Departmen: 
of the Schools of Medicine « 
L.S.U. and Tulane Universitie 
will conduct a glaucoma scree 
ing clinic at Booth 600 at ¢ 
convention. Medical personne 
assisted by technicians, wj]]} 
available to conduct the tees 
and to discuss glaucoma, a Jes 
ing cause of blindness jy 
United States. 


“DON’T GO INTO Ri 
TIREMENT BLIND—Taj 
THE TEST AND INSTAL 
NADA RETIREMENT PLAN 


From The Editors 


character’s world, and was not 
meant as a depiction of reality. 
However, we have received 
strong exception to the article, 
especially with regard to those 
opening remarks. 

We are extremely sorry if 
anyone upon reading the De- 
cember article, “Is This Any 
Way To Sell Prestige Cars?”’, 
feels A has maligned the 
dealers of Miami. This in no 
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way was the intent of the ar. 
cle. We are proud of the , 
NADA dealer members jn ¢hy) 
Miami area. Nothing in the 9A 
ticle was meant to suggegy 
Miami dealer has ever wa ! 
ranted anything less than yp.” 
pride. If we’ve given any jg. 
pression to the contrary We 
sincerely apologize. : 


— 


- 


- o 


nager; Curtis Allred, Sales Manager; 


Pane left to right: Roger Boggs, President; John Surratt, Sales Ma 


Dick Williams, Marketing Manager R.C.I. ‘TekTor 


Boggs Pontiac, Havelock/Cherry Point, N.C 
is another of the many dealers nationwide 
experiencing the effects of the ‘TekTor System 
Not a line of raw chemicals, but a real, cos: 
effective marketing and planning system wit 
the dealer’s bottom line in mind, encompassing 
total flexibility, complete internal protection 
and real profit dollars!! 


| 
Mr Dealer: 
Miracles are really few and Jar between in ou 
business. Don’t be misled by all the wilc 
statements in the market place. Ask a‘TekTo? 
dealer for the best, most straightforward facts 
in the market!! For the name of a ‘TekTor deale’ 


near you, attach your business card to the 
coupon below and drop it in the mail. | 


Our Thanks to Roger Boggs 
His Employees and Custome 
...From the ‘TekTor People, 


ac INC... 
vt REY PONT, 


| 


| 


Protection Syster 


: Lae BEI TokTor 
/ maaN Charlotte, NC 28225 
| 
| 
| 
l 


Name _ 


Title 


Company 


Address | | 


City — 


“One look at the Blue Book tells’ 
why we’re ordering most of our cars 
with factory Cruise Control?’ | 


Jack White, Jack White Pontiac, Inc., Anaheim, California 1 


Jack White knows today’s car buyers are 
value conscious. That’s why he says, “There 
has never been a better time to sell Cruise 
Control. We’re including K30 on almost 80% 
of our orders” So it’s easy for Jack White's 
salespeople to demonstrate the convenience of 
factory-installed AC Cruise Control. And it’s 
easy to sell because Cruise Control adds to the 

trade-in book value of the vehicle. 

That's just one of the big reasons 

more and more CustOMers Aare ] soon Pus 


ordering AC Cruise Control on their new cars 
—and so many GM dealers-are specifyingit 
on more and more of theirdemos and inven- 
tory. Combine resale value and day-to-day 
convenience in driving, and you can see why 
Cruise Control sales today are 10 times greater 
than just eight years ago. It’s the specifically 
engineered, factory-installed Option that’s 
right for the times. Specify K30— 
AC Cruise Control —forjyour 
inventory too. : 


AC Spark Plug Division, General Motors Corporation 
1300 North Dort Highway, Flint, Michigan 48556 
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The Auto Industry And The Law 


Dealers fined for not Dealers should get out those EPA mileage guides, and be sure that 
displaying EPA mileage _ they are posted in the showroom. The Department of Transporta- 
guides. tion (the agency charged with the responsibility of administering 


the program) has, through its agency known as NHTSA (National 
Highway Traffic Safety Administration), levied civil penalties of 
$500 against several dealerships around the country. While the 
penalties for this offense are allowed to be as high as $10,000, an 
NHTSA spokesman noted that the penalties were kept so low this 
time because the dealers may not have understood their obligation 
to display the guide. 

The Motor Vehicle Information and Cost Savings Act requires 
that the booklet, which contains fuel consumption data for the 
current year model vehicles, be displayed prominently in the 
dealership showroom and that public demand for copies of the 
guide should be adequately met. 

If you do not have a supply of the guides for 1980 (NOT 1979), 
write to Fuel Economy Technological Information Center, De- 
partment of Energy, P. O. Box 62, Oak Ridge, TN 37830 and specify 
whether you want copies of the 49-state version or the California 
version of the guide. 


x*x*e 
Federal Odometer Law Dealers are advised that the requirements for odometers on trucks 
for heavy trucks now in excess of 16,000 GVW have become very unclear and dealers are 
clouded. advised that failure to give odometer statements on those vehicles 


may be in violation of the Federal Odometer Law. 

Until recently, the law seemed fairly clear. The NHTSA, by fed- 
eral regulation, exempted vehicles in excess of 16,000 GVW from 
the requirements of the federal odometer statement. However, in 
the case of Lair v. Lewis, the federal courts disagreed. In a private 
action against a dealer, a consumer sued for the failure to provide 
such a form. The dealer countered with the defense that the form 
was not needed as NHTSA had exempted vehicles in excess of 
16,000 GVW. The court held that NHTSA had exceeded its author- 
ity in granting the exemption and that the law applied to all vehi- 
cles including those over 16,000 GVW. 

As such, the law now appears to be that dealers need not fear 
NHTSA as it will not enforce the disclosure for vehicles over 
16,000 GVW, but private parties may bring an action for the failure 
to provide the form. Accordingly, until this issue is resolved, 
dealers are warned to provide the forms with all vehicles. 


x* kk 
Ford homicide trial The jury trial for reckless homicide against the Ford Motor Co. has 
begins in Indiana. begun in Indiana. The company is charged with recklessly design- 


ing Pinto and Bobcat automobiles “in such a manner as would 
likely cause fire’ after a rear-end collision. The prosecutor is seek- 
ing to apply Indiana criminal law against Ford following a 1978 ac- 
cident in which three Indiana teenagers were burned to death in a 


This column 1s prepared by the Legal Group of the National Automobile Dealers Association. For further information or questions concerning the items 
appearing in this column, write: Legal Briefs, NADA Legal Group, 8400 Westpark Dr., McLean, VA 22102 
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A reader asks: 
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Legal Briefs— 


1973 Pinto which caught fire following a rear-end collision by 4 | 
speeding van. 
The suit against the Ford Motor Co. is considered to be the first 
of its kind because a 1977 revision in the Indiana Penal Code pet” 
mits the company to be treated as a “person” who is subject to 
criminal laws of that state. Corporations have been tried for corp? 
rate crimes in many states, but not for homicide, until now. 

Many commentators have noted that the case against Ford 
hinges on a series of internal Ford memos that allegedly reveal thé 
company knew before it began production that the Pinto gas ta? . 
design was more dangerous than others. At the time of the acci-_ 
dent, the National Highway Traffic Safety Administration 
(NHTSA) had determined that the Pinto gas tank was susceptible 
to puncture and leaks following collisions. This report resulted 
later Ford recall of 1.5 million Pintos and 30,000 Mercury Bobcat 
made between 1971 and 1976. The gas tank problem was not fou! 
in station wagon versions of the cars and later model Pintos ane 
Bobcats received design improvements. The charge against Fore * 
that it acted in reckless disregard of human life by producing thé 
Pinto tanks with knowledge of their frailty and by not warning 
owners of known dangers. 

No individuals are named in the case and the company cannot 
to jail if convicted. If Indiana is successful in the trial, it can €XP” 
to recover only fines of approximately $30,000. The legal prece¢ v 
that would be established against Ford, however, could subject * 
heavy civil damages in other cases. 


Recently, I heard that if I add equipment to the new vehicles W™ 
I sell, I might be construed to be a “final-stage manufacturer” @™ 
as such, liable for certifying the safety of the total vehicle. What 
a final-stage manufacturer and what is his liability? Does he ha¥ 
to certify the entire vehicle? That does not seem fair. 


Our reader is correct, It is not fair and the federal courts ag™, 
with him. Regulations interpreting the National Highway Tra 
Safety Act define that a “final-stage manufacturer” is anyone 
transforms an “‘incomplete vehicle” into a “complete vehicle’ 
which then requires no further manufacturing operations to P° 
form its intended function. In other words, if a dealer takes 4 Vv? 
hicle and does something to the vehicle which is necessary fo 
that vehicle to perform its intended function, he is a final-stagr 
manufacturer. For example, if a dealer installs an AM/FM ra@™ 
a car, he is nota final-stage manufacturer, but if he takes a true 
chassis and adds a cement mixer to it, he is. 

As to the liability being a final-stage manufacturer impos 
recent federal court decisions have clarified the responsibility 
“final-stage manufacturer” for safety certification of the moto 
vehicle. In Rex Chainbelt, Inc. v. Brinegar [511 F. 2d 1215 ( 7th 
1975) ]and Rex Chainbelt, Inc. v. Volpe [486 F. 2d 757 (7th C# 
1973) | the court held that a final-stage manufacturer does 1° 
have to be the sole certifier of a vehicle’s compliance with 4 l 
safety standards. Instead, hé must only certify that vehicle fot 
work that he did to it. As such, each manufacturer will the"™, 
to certify and be responsible for the work which he did to the 
hicle. Only the work done by the dealer in question must bé A 
tified by that dealer to meet federal standards and this certifi 
tion label must appear on the vehicle. 
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cust Was when dealers and 
limite pets Were satisfied with 
Warra Manufacturers’ 
Need eles. Not so today. The 
Cont, Or extended service 
Carg C'S for new and used 
ymb, o'Owing. And the 

fagt 2. Of Powertrain Plus is 
that g.coming the symbol 
Pref, alers and customers 


The reaso 


b Sferen nN for Powertrain’s 


Po ertece /S simple. 

Mere train Plus earns dealers 

Service <4 Profits, increased 

CUsto~ ‘taffic, increased 

Nore ,<! Satisfaction and 

Wey Peat sales. And 

“Ustg 2!N Plus offers 

‘hree pers flexibility. The 

long \*Sic Powertrain. plans 

the te 'th VeGuard, give 
conn eSt variety of rates 

rage. 


n Plus is a sign 

as come. Over 

lo N 48 states are 

h © help you make it 
at works for your 

Mere, And your 


e 
labios | 


A Sign of the times. 


Powertrain Plus 
offered through Adesco, Inc. 


Underwritten by Minnehoma Insurance Company 
P.O. Box 35008, Tulsa, Oklahoma 74135. 1 (800) 331-4065 


er , 4 ———— 5 


Are you selling | 
an Inferior Product? 


| 
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Are you selling an inferior product 
at the expense of your customers and profits? 


If you're selling any other sealant thot doesn’t contain Teflon? then you're selling 
an inferior product. Teflon” is the most corrosive-resistant finish ever developed, and 
only one sealant contains this ingredient... Tough Sheen © Teflon: If you're selling 
another product, you may be losing customers, minimizing your profits, and putting 
your reputation on the line. 


*Teflon* Registered Trademark of E. |. Dupont de Nemours Co.. Inc. 


For Information, please call toll-free 800-245-4828 (In PA 412-653-7690) 
Or write: C/R Holding Corp.. Inc. P.O. Box 21 Library, PA 15129 


See Tough Sheen ¢ Teflon at Box Suite A439 2 


_ ———s COMPARE! 
TOUGH SHEEN-TEFLON. 


Better 
Than the Best! 


Tougher 
in the Test! 


POLYGLYCOAT TOUGH SHEEN 
TESTS & ALL OTHER SEALANTS ¢ TEFLON e CONCLUSIONS 


TST’s a one time application. 
Sealing Other sealants require 
potential & temporary permanent maintenance kits to renew lost 
rejuvenation silicones, shine, etc. 


Application Sensitive to Any temperature 
& Required temperature Machine ae RES ah 
Time Wipe on 1.2 hours applied 1.2 hours 9 9 y 
Loses gloss TST’s gloss can actually increase 
Effect of sun ; the sun. Other sealants gradually 
90-180 doys Ph sik sccm lose gloss. 
ean. of acid eer The elements don't affect the 
rain & eT original protection and shine 
pollutants Protection pai a with TST 
No special preparation or 
can create requirements needed with TST. 
Repainting complex Many procedures must be 
Problems problems none followed to remove other 
sealants before repainting. 
No responsibility for 
Warranty 3 years 5 yeors administration by the dealer 
with TST. 
The difference in warranty 
speaks for itself. 
all products 
Consumer combined 98% of the Consumers trust the name 
nition cannot equal population Teflon’ and its high recognition 
Se the recognition knows Ond trusts level assures higher profits and 
of Teflon. Teflon. volume of business for you. | 


Tough Sheen ¢ Teflon’ is the most permanent and effective sealant now available 
for vehicles on the market. It's totally new, and no other product is like it. Rain, acid, 
salt and carwash brushes* can't damage the shine or break down the protection. No 
other product can make this claim. While sunlight is traditionally an enemy of car sur- 
faces, when Tough Sheen * Teflon” is applied, the gloss on the car's surface can ac- 
tually increase. And Tough Sheen ® Teflon’’s one-time application provides perma- 
nent protection and shine for five years. *with proper brush water lubrication 

*Teflon*® Registered Trademark of E. |. Dupont de Nemours Co. Inc. 
For Information, please call toll-free 800-245-4828 (In PA 412-653-7690) 
Or write: C/R Holding Corp., Inc. P.O. Box 2] Library, PA 15129 


See Tough Sheen © Teflon at Box Suite A439 
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They’re Say? 


T hey’re saying America is dying. 
They were saying it in 1776 when a puny little grop 
of colonies was stupid enough to square off against the 
unbeatable British Empire. 
They were saying it in the 1860s when our young nation 
was doing its best to annihilate itself in civil war. , 
They were saying it in the ‘30s when our once-flourjship 
economy was in shambles. 
They were saying it in 1941 when our mighty Pacific ff 
lay decimated in the waters of Pearl Harbor. 
And now they’re saying it all over again. 
You have to wonder just who “they” are. They’re prohat 


America Is Dying 
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the same ones who think its laughable to love or even show 
respect for our nation’s flag. 

They’re probably the same ones who think the American 
people are of the government, by the government, and for 
the government instead of the other way around. 

They’re probably the same ones who think you spell the 
words business and profit with four letters. 

For certain, they’re the same ones who think America’s 
very foundation has been eroded to the point where we’re 
pushovers for a little band of desert bandits whose own 
foundation is rooted only in shifting sands. 

Our foundation crumbling? Baloney! It’s been strong 
®nough to build this planet’s greatest, richest nation on—in 
Spite of some pretty stupid mistakes on our part and in spite 
of some pretty hefty attacks from outside forces over the 
Years. And it hasn’t shown a fissure yet. 

Perhaps, instead of worrying so much about our country’s 
Foundation, they should be more concerned about our 
Country’s backbone. You see, whoever “they” are, they 
©bviously haven’t learned much from our history books or 
&Ise they would realize it has always been those with a stiff 
Spinal column who have built and protected America’s 

oundation. 

Backbone has pulled us through every tough spot in our 
Wast. And it will be backbone that will pull us through the 
Dresent hard times and all the ones that are sure to come. 

They’re saying America is dying. Hell, they’ve been saying 


i “hat for 200 years or more. Thank God we’ve been lucky 


Snough to always have had a certain group of “backbone” 
Deople around who refused to listen to what “they” were 


aying. 


permission to reprint this editorial is granted without further approval 


an A® editorial 


AUTOMOTIVE EXECUTIVE, FEBRUARY, 1980 


8 compelling reasons why 


Audiovox is the sound of the 80’ 
for the cars of the 80’s 


The Audiovox sound systems available 
to you today incorporate technology 
that will be current far into the 80’s. 


Audiovox was the first company to 
provide a range of custom radios 
tailored to the needs of every new 


- ear dealer — G.M., Ford, Chrysler, 


oD 


See the Audiovox S.P.S. Sound Systems for 1980 at the NADA Show - B 


AMC and all the imports. 


Audiovox introduced and maintains its 
unique Lifetime Warranty — and it’s 
only available on products sold 
through new car dealers. 


Audiovox was a founding member of 
CASA and helped to spark-plug the 
campaign that will preserve your 
ability to stock and sell non-OE 
sound systems. 


Audiovox manufactures its own in- 
stallation kits — over 300 variations 


The Audiovox SPS (Special Performance Series) of auto sound components was 
designed and developed in the audio research laboratories of Shintom Co. Limited, Yokohama, Japan — 
exclusively for the new car dealers of the U.S.A. and Canada. 
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are available. These are designed 
and tooled by Audiovox to ensure 
a perfect fit and sustained high 
quality. 


Audiovox is spending millions of 
dollars in new quality control 
procedures and facilities in 
recognition of the fact that the > 
customer of the 80's will be even 
more demanding. 


The Audiovox distribution network 
the envy of its competitors. It has 
30 branches and more than 400 
distributors nationwide to continye 
to provide new car dealers of the 
U.S.A. and Canada with unbeatapje 
service in the 80's. 


Audiovox will spend $5,000,000 jp ¢ 

next year alone, telling your poteni- 

customers about the sound of the @ 
‘A 


y 


For further information, call or write Sales Dept., SPS, a division of Audiovox Corporation. 
150 Marcus Blvd., Hauppauge, New York 11787 (516) 231-7750 


©1980 Audiovox Corp. 
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“MOR” 
New Orleans 


so you ll have less to 
worry about back home 


<a 


Your business is always vulnerable to fire, flood, 
crime, lawsuits and other threats. Unless you've 
got the steel nerve of a riverboat gambler, that’s 
a frightening thought. 


You come to the NADA convention to learn the 
things you need to know to keep your business 
on stream. While you're in New Orleans, talk to 
an American Hardware Mutual man about 
“MOR"— Management of Risk. 


“MOR” is a program designed to evaluate, 
minimize and manage the element of risk in 
your operation. Keep your business rollin’ 
along. A free Preventive Management Self-Test 
Series can pinpoint those areas where yOu are 
most vulnerable, and where you've “covered 
your bets.” It could reduce your insurance 
premiums right away. 


Don't be a gambler. Knowing your MOR Score 
could save your money, your business... 
even your life. 


American Hardware Mutual 
Insurance Company 
RO. Box 435, Minneapolis, Minnesota 55441 


“Taking the worry out of being in business” 


BEST's Rating: A+ Excellent 
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Jones 


“Tt's rustproofing lus my You see, now I’m also offerings 


dealers my brand new Gloss 
new Exterior Gloss nro Treairhenk Tis an adveaiceed 


Together they add up. toa patented formula that’s been in 
Rusty Jones Car...possibly Spee ere ee wt 
. ’ t's the best pro on for a 
the mos} | OF -angioean ocr ae MY oaint finish, backed by the Baa 
Gee. Suarantee in the business. 

Put that together with my ~ 
rustproofing, and you'll be offer 
ing your customers the Rusty 

N Jones Car Saver System...the 
mh aa TH one new car option that actually 
iN GSA appreciates in value. That's Some 

thing people appreciate. Because 
they know a rust-free, shiny 
Rusty Jones car will be worth 4 
up to $600 or $800 more at 
trade-in time. That's what make 
my Car Saver System easier to ge 

_.to a lot more people. And thai 
means a lot more profits for yo. 

There’s still more you Shou 
know. So why not stop by 
Rusty Jones Booth #858-908 aj 
this year’s NADA Convention gj 
my Hospitality Suite at the Ney 
Orleans Hilton. Or call (800) 
621-5555 and ask for Sam. Hai 
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2500 Dealers Wationwieil 


©1979 Matex Corporation 
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't “remembers” engine specs in one 
Second ... prints a 130-step analysis in 
tour minutes — all automatically. 


>. _The Siemens 454 computerized Engine Analyzer is 
ye fastest, most thorough engine testing system you can 
Suy. It makes 130 tests, gives 20 instructions and makes 
*6 verifications in an automatic test sequence, and 
*elivers a dual print-out with engine faults noted in red. 
. No more looking up engine data — five years’ worth 
.~t domestic and import car and light truck Specs are on 
Ye computer's memory disk. No more hand-writing 
Ssults. No more guesswork. 
The 454 is crammed with time-saving features: 
~~ f-test for absolute accuracy, automatic and manual 
«sting, analog scope and digital display, integral 
.~channel gas, and full-capability wireless remote control. 
é result? Faster analysis, more accurate repairs, more 
“rofit per-bay, per day. 
s Ask for a demonstration in your service department. 
¥ Re for yourself if the 454 isn't the best thing for your 
~Swice business next to your mechanic. 


Niemens Corporation 
S Jtomotive Test Products 
}glewood, NJ 

Stephone (201) 567-2838 
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; Visit us at the NADA Convention— 
Sooths 360, 361, 362 and 410, 411, 412.” 


February 9-12 will be the 
dates and New Orleans will 
be the place for. . . 


t used to be the only “‘certain- 

ties’’ people said they recog- 

nized were death and taxes. 
That dubious due is still with us, 
but there have been a few other 
items added to the list: the swal- 
lows will return to Capistrano in 
the spring; Pete Rose will have his 
200 hits when summer wanes; and 
auto people will converge on an 
exciting location when NADA 
holds its annual convention and 
equipment exposition at the tail- 
end of winter. 

As far as the latter item is con- 
cerned, New Orleans will be the 
place this year and February 9-12 
will be the dates. 

Business will be the major 
thrust of the 1980 NADA conven- 
tion as it has in past years, but— 
with the backdrop of serious is- 
sues and problems facing dealers 
today—this thrust will be even 
more pronounced at New Orleans. 

Workshops tailored to assist 
dealers and their managers meet 


ori 


present challenges are expected to 
attract concentrated attention. 
With extended sessions (15 min- 
utes longer than workshops at past 
conventions) exploring subjects 
ranging from personal health to 
increasing dealer impact in Con- 
gress, these seminars are defi- 
nitely attuned to conventioneers 
with serious business in mind. A 
complete listing of workshops and 
scheduled speakers may be found 
elsewhere in this issue. 

Another phase of the annual 
NADA meeting geared to helping 
dealers bolster business will be the 
equipment exposition. More than 
200 exhibitors have signed up for a 
share of space on the floor of the 
spectacular Louisiana Superdome. 
They will be displaying products 
and services all aimed at assisting 
car dealers run a more efficient, 
profitable operation. See the expo 
section in this issue for a listing of 
exhibitors and a floor plan of their 
locations. 

Convention general sessions 
also will be an important part of 
the New Orleans schedule. In- 
cluded at these meetings will be: a 
report by William C. Doenges, 
1979 NADA president; ac- 
ceptance remarks by incoming 
president George S. Irvin; the 
keynote address by Lee A. Iacocca, 
chairman and chief executive offi- 


cer of Chrysler Corp.; and a fea- 
tured address by William P. Cle- 
ments, Jr., governor of Texas. 

In addition to these important 
addresses, general sessions also 
will serve to introduce the present 
officers of NADA as well as offi- 
cers who will be serving during the 
coming year. 

One of the high spots of the 
opening general session will be the 
introduction of TIME Magazine 
Quality Dealer Award winners. 
The TMQDA program, co- 
sponsored by TIME and NADA, 
annually honors outstanding fran- 
chised new car dealers for excep- 
tional performance in their 
dealerships combined with distin- 
guished community service. This 
year will mark the 11th consecu- 
tive year for the awards ceremony. 

Seventy nominations from au- 
tomobile trade associations in 46 
states and the District of Colum- 
bia have been received for the 1980 
judging. Nominees will be judged 
by a panel of faculty members 
from the University of Michigan 
Graduate School of Business Ad- 
ministration. 

Last year, 68 TMQDA winners 
from 46 states were selected. To- 
gether, those honored dealers sold 
a combined total of nearly 100,000 
new Cars during the year preceding 
their selection. 

At this year’s awards ceremony, 
several regional representatives 
and a national representative will 
be named from among the win- 
ning candidates. The national rep- 
resentative will serve as spokes- 
man for all TMQDA winners. All 
dealers selected for TMQDAs will 
be publicized in TIME Magazine. 

Aside from general sessions, 
make meeting also should prove 
vital to dealers. There will be both 
import and domestic make meet- 
ings held on Meeting Level 200 of 
the Superdome. Imports meet 
Sunday, February 10, from 3:30 to 
5:30 p.m. while domestics meet 
Tuesday, February 12, beginning 
at 3:30 p.m. 

Attending each make meeting 
will be representatives from auto 


(See CONVENTION Pg. 40) 


How we can help 
ease — Into a computer. 
~ Orstop short, as the case may b 


Frankly, we wouldn’t want to We can help you with all of people will just be entering data 
trade places with you right now. that, starting from basic inventory terminals, not filling out assort 
There are just too many things control, growing with you as your forms—and then carrying the f 
| wrong with the market. needs grow. You're free of the from department to department, 
But what can you do? nitty-gritty, left with more time SAM establishes a single str 
Same two things you’ve always to manage. And sell. link among all departments. So 
done when the crunch has come: As we said, that’s the usual good __ that the real impact of every sale, 
Work harder. And work smarter. answer. And more than sufficient every service transaction, is felt 
We don’t have to tell you about for the small dealer. throughout the system. 
working harder. You wouldn't have You'll have a complete, useful 


survived this far if you didn’t. 

Ah, but working smarter: there, 
we can help. 

Because if you're at all typical, 
your main emphasis is on sales 
and customer service. And if your 
agency is at all typical, its structure 
reflects your interests. 

Sales, first. 

Service, second. 

Parts, third. 

And, of course, the business 
office. 

With you in the middle. 

Here, we'll show you what 


history of every car you handle. 
from the time it’s ordered to the 
day it’s traded in. And re-sold. 
With SAM, you're always in 
control. But never in the middle. 


ADP Dealer Services: Your most 
logical partner. 

If you’re a medium to large 
dealer, you should be thinkin 
of SAM. (Or maybe not: it depends 
on your operation.) If you’re 
somewhat smaller, you should be 
thinking somewhat less. 

Either way, you should be 


we mean. thinking ADP. 
DIAGRAM 2 We have the answers to help you 
The integrated dealership. It will at every step of your growth, 
get you where you re going. And we Whatever they are, whenever you 
can help you get there. need them. See us at NADA, 


We're in booth 880. 
Automatic Data Processin 2 
Dealer Services Division 
700 N.E. Multnomah 
Portland, Oregon 97232 

Ez — ee ee eee 


Call toll-free 800-547-8670, 
| In Oregon, call collect (503) 238-7279 


But look at Diagram 2. Some 
dealerships already work this way. 
And for many, perhaps you, it’s 
definitely due for serious, 
immediate consideration. 
DIAGRAM 1 It’s an integrated computer 
system: SAM, by name. SAM is 
the logical outgrowth of all the 


The traditional dealership structure. 


fgoryou where youare. Andwe can’ help we've been providing dealers | ie 
’ inthe past. And our way ofinsuring | BX? Dealer Services Division 
| Diagram | shows the typical that you can continue to grow in " = Se a 
' dealership. With you right in the the future. rtland, Oregon 97333 
center. Which, most times, is as With SAM, you move up, above I mu The ne 
it should be. the day-in, day-out detail. You're J, Sime mormabion on 
Trouble is, that also puts you able to maintain a big-picture view Ais. pi iachiiee 
right in the middle. That’s a painful _ of your dealership, regardless of p _CSales Dept. O Service Dept. 
place to be because every little changing market conditions. C Parts Dept. © Business Office 
problem seems to pass that way. The paper flood crossing your T Neme______ 
One answer—the usual answer desk will be reduced to a trickle. | Title 
—is to give the individual (You'll see only those reports you | Company 
department some computing help: | want to see—and you'll be able to Address 
accounting control, sales see those on your own terminal.) City State__ Zig 
merchandising, inventory control, The paperwork throughout the I escphone 


lease Management, and the like. place will be cut down, too. Your i © 1980 Automatic Data Processing, Inc. 
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The ESP Energy Recirculating System gently forces the heat 
down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


AS REPORTED IN THE MARCH 1978 AMERICAN TRUCK DEALERS NEWSLETTER 


CALL TOLL FREE FOR 
NADA MEMBER PRICE 
800-548-711 99 Disperses fume and smoke build-up. 

IN DUSTRIAL Keeps merchandise at even required temperature. 


Increases productivity. 


COMMERCIAL Gives building a higher comfort level. 


Helps decrease absenteeism. 


INSTITUTIONAL Improves employer/employee relations. 


Eliminates mist in refrigerated areas. 
RESIDENTIAL Assists air circulation. 


Reduces or eliminates dripping condensation from 


WRITE: ceilings (rusting beams, etc.). 
ENERGY SAVING PRODUCTS Fans work tirelessly, 24 hours a day, 12 months of the year 
P.O. BOX 311 to maintain a constant comfortable environment for your 
BILLINGS, MONTANA 59103 employees. 


| han a 100- | 
IN MONTANA CALL—406-252-0480 Consumes less energy than a 100-watt bulb 
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On tap to help 
convention 
attendees and their 
spouses enjoy 
spare-time hours to 
the utmost will be 
NADA’s Life Style 
Center. 


(CONVENTION From Pg. 37) 
manufacturers who will answer 
questions and offer advice 
to dealers. Organized by 
NADA’s Industry Relations staff, 
the meetings provide a forum for 
solving manufacturer-related 
problems. 

Another event that has proved 
very popular with convention 
goers over the years is the Sunday 
morning nondenominational wor- 
ship service. This year’s service 
will be held at Rivergate Conven- 
tion Center and will feature Pat 
Boone as the inspirational speaker. 

NADA’s convention—even in 
rather grim times such as the 
present—wouldn’t be complete 
without time for leisure and social 
activities. Among scheduled 
events of this nature are a number 
of receptions, breakfasts, 
luncheons, banquets and hospital- 
ity suites sponsored by state and 
local dealer associations, man- 
ufacturers, exhibitors, and other 
allied groups. Consult your official 
convention program for a list of 
these events. 

One of the social highlights of 
this year’s convention will be the 


NADA Diamond Dinner and Re 
ception for contributors to th, 
Dealer Election Action Commit 
tee. Purchased tickets will be re 
quired for this function. 

Scheduled for the Fairmont 
Hotel’s International and Imperia 
Ballrooms, Tuesday, February 12 
beginning at 7:30 p.m., the 
Diamond Dinner will feature ; 
Mardi Gras ball with famed Dixie 
land clarinetist Pete Fountain an¢ 
his French Quarter Group. Othe 
entertainment will be provided 
the Olympia Marching Band, Her 
Tassin’s orchestra, and a Maré 
Gras Parade Krewe. 

Also on tap to help conventior 
attendees and their spouses enjo 
spare-time hours to the utmos 
will be NADA’s Life Style Cente 
which will be replacing the eys 
tomary ladies’ program. Life Sty): 
“headquarters” will be located } 
the Marriott Hotel’s Grand Ral! 
room and will be divided into si 
sections: New Orleans informs 
tion; the personal care center, the 
occult area; the paint Party, the 
sports center; and the coffee shop 

Additionally, the Life Style 

(See CONVENTION Pg. 43) 
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Ou nam 


ELECTRONIC TUNING 


your gain! 


On) a a 


Model 20C555G shown for GM; similar model 20C555F available for Ford, Mercury, others. 


Here's how the famous RCA name can be more profitable for you. 
its a great idea for pleasing your customers and making bigger 
profits for yourself at the sametime. Just feature RCA AutoSound 
systems in your showroom and figure them into your deals. No 
matter what type radio or tape player your customer wants, or 
what make domestic or import cars you sell, RCA AutoSound 
offers you the sure way to better deals and bigger profits. 
Because your customers will like our looks and the way we sound. 
Here’s what you get with RCA: 

The RCA Name. New car buyers know and trust our name. 
They know RCA as a world leader in electronics and they i 
respect RCA for its dependability and quality products. * 
The RCA Complete Line of AutoSound Systems. 

There's an RCA AutoSound system designed to 

satisfy even your hardest-to-please customers. RCA 

gives them the choice of the very best AM, AM/FM 

and AM/FM stereo car radios, with or without 

cassette or 8-track tape players — even CB and 

digital models with clock! 


RCA Custom AutoSound Products, Dept. C, 


Attn: Dick Tyrrell, 2000 Clements Bridge Road, Deptford, New Jersey 08096 


més AutoSound 


The RCA AutoSound Dealer Display. It presents a selection of 

RCA AutoSound systems in an easy-to-look at, easy-to-listen-to 
arrangement. Your customers can hear what they're getting. 

The RCA Custom Installation Kit Program. Each kit was specially 

designed to make it quick and easy to install RCA AutoSound 

systems and to make the installation look as smooth and finished 

as Original equipment. This RCA Customer Installation Kit Pro- 

gram helps maximize your profits by minimizing the time 

it takes to.do the job. 

The RCA Warranty Support. RCA AutoSound sys- 

tems are backed with a 1-year limited warranty 

and supported by RCA’s nationwide network of 

service centers. 

The RCA Merchandising Plans. Through 

RCA AutoSound Distributors there is a full 

merchandising plan available that 

includes customer literature and point- 

of-purchase material. 


I 
! 
! 
| 
I 
For complete details : Please send me full Name 
| information on the j 
eee you can ' profitable advantages of Title 
tune into bigger 1 featuring RCA Custom Company. 
profits with RCA | AutoSound products 
; Address 
AutoSound systems, | 
mail the coupon today. | City 
! State 
1 
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NATIONAL 
AUTOMOBILE 
DEALERS 
INSURANCE 
TRUST 


NEW FRANCISHED LIFE PLAN 


EXECUTIVE LIFE PLAN 


PERSONAL ACCIDENT PLAN 


(CONVENTION From Pg. 40) 


Center will offer interesting, prac- 
tical seminars as well as a com- 
prehensive tour of the New Or- 
leans area. 

Even with all the above- 
mentioned attractions, the star of 
leisure-time activity at the ’80 
convention undoubtedly will be 
the city itself. ““N’Orlins’”—as its 
people call it—is variously 
nicknamed the Queen City, 
Crescent City, and the City Care 
Forgot. It’s a place where the con- 
tradictions run deep and, with the 
convention taking place during 
the opening days of Mardi Gras 
festivities, NADA visitors will get 
a chance to see just how deeply 
they do run. 

Only six blocks from the one- 
lane-wide streets of the French 
Quarter is the massive Louisiana 
Superdome, sitting astride 52 
acres and towering 273 feet into 
the air. Midway between that 
surrealistic-looking structure and 
the banks of Lake Pontchartrain is 
City Park. The 1,500-acre beauti- 
fully gardened enclave has palm 
trees, flowering plants, giant ferns, 
and three 18-hole golf courses. For 
the past year and a half, it also has 
had alligators that occasionally eat 
ducks, swans and sometimes pet 
dogs. Every so often, the New Or- 
leans newspapers carry a story 
about park attendants battling al- 
ligators. Says one observer, ‘The 
alligators appear to be winning.”’ 

Few other big cities must con- 
tend with a breach of the peace 
committed by alligators. But then, 
few other cities have to battle to 
stay above water. New Orleans 
does—quite literally. Much of the 
Crescent City was built upon 
drained marshes, which have sun- 
ken below sea level over the past 
250 years. Today, New Orleans 
sits in a bow! whose rims are the 
high banks of Lake Pontchartrain 
and the levees of the Mississippi 
River. The Mississippi’s muddy 
waters are, on the average, 10 feet 
above street level. New Orleans 
owes its survival to an elaborate 
system of water pumps, which op- 
erate continuously to discharge 
the runoff from rainfall and the 
seepage from ground water. 

The high water table contrib- 
utes some eerie things to the city’s 
architectural flavor. New Orleans 


ciel 
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Stern-wheelers still plough through the waters of the mighty Mississippi that run alongside 
New Orleans, offering scheduled tours at a no 


cemeteries, it is true, are built 
above ground. When the city was 
founded in 1718, the surprised 
French settlers discovered that 
graves typically filled with water 
before the dead could be lowered 
into them. So they constructed an 
above-ground system of 
mausoleums and vaults. 

The marshy soil also hampered 
the construction of tall buildings, 
contributing to the city’s rela- 


MR. DEALER: 


SEE THE “TIPTON AUTOMATIC 
DILUTOR” IN OPERATION AT 
THE NADA CONVENTION AT 
BOOTHS 1113 & 1114 (RIGHT 
ACROSS FROM FORD ex. 
HIBIT). 


ome 


How Much Money Are You Losing 
From Cleaning Concentrates 
Not Being Diluted Correctly??? 


THE ANSWER!!! 
THE “TIPTON AUTOMATIC DILUTER”’ 


We manufacturer a complete line of new & used car clean-up 
products such as interior shampoos, engine degreasers, 


polishes & waxes, etc. You Name It!!! 


TIPTON LABORATORIES, INC. 


Toll Free Outside Iilinois: 800-323-7399 
Inside Illinois Call Collect: 312-964-4700 


~~ 
ete toad 


minal fee. 


tively flat look (in comparison 
with other American cities). Not 
until 1971, when the 33-story In- 
ternational Trade Mart Tower was 
completed, did a skyscraper pierce 
the horizon of the Crescent City. 
Construction on the Superdome 
began soon afterward. 

Such towering monuments are a 
world removed from the original 
French settlement. Laid out in the 
half-century after 1721 by French 


2202 Wellington Court 
Lisle, Illinois 60532 
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Relight...with energy saving 
METAL HALIDE 


Elite Series 


Rising energy costs are 
proving to be a drain on 
dealership finances. An 
important part of these rising 
costs can be tied directly to 
outdated and inefficient 
fluorescent and quartz 
outdoor display lighting. Now 
these systems can 
economically be converted to 
today’s most efficient lighting 
package Metal Halide. 
Recognizing the need for 
energy conservation, L.S.I. 
has developed the Elite and 
the Ram Series. These 
luminaires are designed to 
replace older and less 
efficient fluorescent and 
quartz units without the 
expense of replacing existing 
poles, brackets and wiring. 
Our experience has shown 
that up to 50% energy 
reductions can be achieved by 
converting to a new Metal 
Halide system. 


Can You Afford 
Not To Consider 
Relighting 


SN 
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For more information, write or call for a full 
color brochure describing our energy 
saving systems. 


11335 Reed Hartman Highway « Cincinnati, Ohio 45241 © (513) 793-3200 
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military architects along the lines 
of a Renaissance town, the Vieux 
Carre was designed to be a wel]]- 
ordered township. Known today as 
the French Quarter, it is famous 
for its Old World flavor. The 
buildings in the 100-square-block 
area blend French, Spanish, 
Classical Greek, Caribbean and 
Victoria architecture, and make 
extensive use of courtyards 
patios, hanging balconies and oy- 
nate iron lace grillwork. 

The Vieux Carre is best known 
for its clubs and exclusive restay- 
rants. Reservations must be made 
well in advance for such lanq- 
marks as Antoine’s, Arnaud’s 
Brennan’s, Commander’s Palace, 
Dunbar’s, and Galatoire’s. The 
reason is the creole cuisine. ‘Tt js 
as delicious as the less criminal] 
forms of sin,’’ American humorist 
and author Mark Twain once sajd. 
Skeptics might try to “swallow” 
their doubts by tasting the subtly 
spiced Crawfish Cardinale, Oys- 
ters Ellis smothered in rich reg- 
brown sauce, or Bananas Foster 
dessert simmered in a mix of 
brown sugar, butter, rum and 
liquors, then poured over vanilla 
ice cream. 

But good food in New Orleans jg 
not limited to the expensive reg. 
taurants. At the noon hour, people 
line up at many oyster bars to mix 
horseradish, ketchup, hot pepper 
sauce and lemon juice in a eyp 
The tangy sauce is then spread on a 
dozen oysters, which an “oyster 
shucker’’ spreads out On the 
counter top. 

Food is one pleasure; the French 
Quarter offers many more. Rock. 
ing dance halls, dinner clubs and 
bistros abound, and the Partying 
typically lasts into the early hours 
of the morning. Another pleagyre 
is jazz, the hometown beat of 
the city jazz musicians call “Big 
Easy.’’ The Dixieland beat 
flourishes 365 days a year in gey. 
eral clubs. Jam sessions at Pregey 
vation Hall and Dixieland -yajy 
feature some of the real big-name 
old-timers no longer found on the 
radio dial. 

West of Canal St. and the bugg}. 
ing French Quarter lies an ayes 
that has a completely differen, 
atmosphere. Shortly after the 
Louisiana Territory Was pyy. 
chased by the United States jp, 
1803, American colonigts 
streamed in to buy land and egtap. 
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leans for the first time, don’t 

be surprised if your initial 
glance at the Louisiana Super- 
dome leaves you a bit breath- 
less. Specifications of the struc- 
ture which will serve as focal 
point for this year’s NADA 
convention activities are 
staggering: 

® The 680-foot-diameter 
dome, suspended 273 feet (al- 
most 21 stories) above the ex- 
position floor, has an area of 9.7 
acres. 

e Materials used in con- 
structing the Superdome in- 
cluded a half-million square 
feet of anodized aluminum sid- 
ing, more than 400 miles of 
electrical wiring, 169,000 cubic 
yards of concrete, and 20,000 
tons of structural steel. 

@ The complex has 88 rest- 
rooms, 32 escalators, 10 
elevators, 52 convention rooms 
and 9,000 tons of air condition- 
ing ducts. 

The ‘Dome is the biggest 
solid-ceiling, domed stadium in 
the world. With its garages and 
grounds, it staddles 52 acres of 
downtown New Orleans. 
The Superdome’s 


| f you’re visiting New Or- 


eye- 


lish residences. But not in New 
Orleans. Tensions ran high be- 
tween the brash newcomers and 
the proud and parochial native 
creoles. Fights became so fierce 
and common that Americans set- 
tled outside the city. 

Thus the Garden District was 
built. An area of stately Southern 
mansions surrounded by spacious 
flowered grounds, these houses 
boast high ceilings, tall French 
windows, story-high double doors 
and graceful winding staircases. 
Many in the neighborhood above 
Jackson Ave. near Bayou St. John 
still stand today, although their 
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catching design has drawn both 
fire and praise. Because New 
Orleans’ skyline is relatively 
flat in comparison to other 
cities, the dome stands out like 
a bayou jewel—or a sore 
thumb—depending on your 
point of view. 

“It’s the greatest piece of 
sculpture I’ve ever seen,’”’ 
gasped world-famous Japanese 
sculptor Isamu Noguchi upon 
spying the ‘Dome from an air- 
liner approaching New Orleans 
International Airport. ‘After 
this, we sculptors can quit.”’ 

But Calvin Trillin of The 
New Yorker magazine ex- 
pressed a far different opinion. 
“It is possible to regard the 
Superdome,”’ he wrote, “as a 
sort of modernistic, elephantine 
version of the Bourbon St. strip 
joints.”’ 

Somewhere between those 
two extremes lie the feelings of 
most Louisianans. When the 
idea for a Superdome was first 
proposed in 1965, few foresaw 


plantations have been sub-divided 
into city blocks. Reminders of that 
pre-Civil War prosperity built 
upon rice, sugar and cotton are the 
Short-Moran House (1450 Fourth 
St.), and Koch-Mays House (2627 
Coliseum St.), and the Maddox- 
Brennan House (2507 Prytania St.). 
They can be reached on the St. 
Charles Ave. trolley—the last re- 
maining 30-cent line in the United 
States. 

Where can one get a sweeping 
panoramic view of this historic 
city? In the ultimate contra- 
diction—a new, monolithic sky- 
scraper. The International Trade 


Prada 
the years of court battles, scan- 
dals and the ten-fold cost in- 
crease that would become part 
of the final $163 million price 
tag. 

Many residents of New Or- 
leans speak in terms of measur- 
ing their town against the stan- 
dard of Houston, their Gulf 
Coast archrival. They like to 
say their stadium outclasses the 
older Houston Astrodome in 
height, seating capacity and 
flexibility of use. The Super- 
dome can house many different 
sporting events, conventions 
with trade shows, and au- 
ditorium presentations that re- 
quire theatrical lighting. The 
Astrodome, they say, can’t. 

While NADA remains neu- 
tral in such regional jousting, 
the Association knows the 
Superdome is a dynamite site 
for a convention and exposition. 
The structure proved its utility 
and flexibility in 1977, the last 
time NADA held its annual 
meeting in New Orleans. 4 


Mart Tower, located at the foot of 
Canal St. and the riverfront, 
houses the offices of the maritime 
industry that made New Orleans 
the nations’ Number Two port 
(behind New York). From the 31st 
floor observation deck, one can see 
the crowded, exciting French 
Quarter, the elegant Garden Dis- 
trict, the Superdome, and the 
highway bridge that spans Lake 
Pontchartrain (the longest in the 
world—25 miles). Above the deck 
is a revolving cocktail lounge, a re- 
laxed and fitting spot to end a tour 
of the city jazz musicians call “Big 
Easy.” 
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For 1980 
Bivouac Conversions 
are the MOST 


Roamer is our MOST LUXURIOUS MODEL with the MOST STANDARD FEATURES of any 
van conversion available. e Luxurious fabric interior in a choice of six different 
Colors @ Four recline & swivel Flexsteel” chairs ¢ Passenger-side illuminated visor 
vanity mirror e Illuminated beverage tray e Wire wheel covers e Overhead console 
with LED digital clock e Two wood cocktail tables with color coordinated pedes- 
tals e Full drapery package with tie-backs @ Seven exterior custom paint designs, 
and much more. (Aluminum running boards and custom Continental Tire Kit, 
shown, are optional.) 


CHECK 


OF 
QUALITY 


For our 12-page color catalog and dealer information, write or call TOLL-FREE: 


BIYOU AC INIDUSTRIES Inc. P.O. Box 366 Cassopolis, Michigan 49031 
All states except Michigan: 800-253-2060 * 800-253-2069 - Michigan only: 800-632-2059 
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QUAKER STATE CO-OP: 
125% TERRIFIC. 


Announcing our 1980 year-long retail allowance program. 
In two cases, you can earn more than your advertising costs. 


125% allowance when you feature Quaker 
@ State Motor Oil and filters in the same ad. 
(Example: Say you have $1000 credit in your 
fund, and you place $800 in advertising on our 
behalf. You will be paid 100% for that, plus a 
$200 reimbursement. ) 


2 125% allowance when you feature Quaker 
@ State exclusively in its product categories 
in your initial grand opening ad. (Same condi- 
tions apply as above.) 


3 100% allowance on all Quaker State prod- 
@ ucts when you advertise them individually. 


4 100% allowance for all kinds of point-of- 
@ purchase and sales aids bought through 
Quaker State. 


Plus 10% allowance on your cost of buying 
@ any Quaker State product not purchased 
by you in the previous 12 months. This is a one- 
time allowance per ship-to location, with a 
minimum claim amount of $25, but no ceiling 
on your order. 


Plus 5% Grand Opening allowance on the 
@ first order for a new automotive retail 
outlet. 


Advertising allowances are based on 6¢ a. 
gallon for motor oils, transmission fluids, lubri- 
cants and antifreeze, and 10¢ a filter. For 
complete details, check your Quaker State 
distributor, supplier, or sales representative. 
Have a terrific year with America’s #1 selling 
motor oil. 


Quaker State 
helps build 
profits. 
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The Featured Speakers 


eatured speakers at 
NADA’s 1980 convention 
will provide a wide-rang- 
ing view of the American scene 
since they will be coming from 
the contrasting sectors of indus- 
try, government and enter- 
tainment. Representing these 
areas will be, respectively, Lee 
A. Iacocca, William P. Cle- 
ments, Jr., and Pat Boone. 
Iacocca, who will give the 
keynote address at the opening 
general session Saturday, Feb- 
ruary 9, is chairman of the board 
and chief executive officer of 
Chrysler Corp. He joined 
Chrysler in November of 1978 
after a 32-year career with Ford 
Motor Co. While at Ford he rose 
from management trainee to 


Iacocca 


the posts of president and chief 
operating officer. 

A native of Allentown, Pa., 
Iacocca earned a Bachelor of 
Science degree from Lehigh 
University and a Master’s de- 
gree in mechanical engineering 
from Princeton University. He 
also has received honorary doc- 
torates from several colleges 
and universities including 
Lehigh, Muhlenberg College, 
Lawrence Institute of Technol- 
ogy, LaSalle College, and 
George Washington University. 

His business and professional 
affiliations include the Detroit 
Economic Club (Sustaining 
Committee), the Society of Au- 
tomotive Engineers, Tau Beta 
Pi, the Conference Board, and 
membership on the American 


Highway Users Conference 
Board. 

William Clements, the first 
Republican governor of Texas 
in more than 100 years, will be 
featured speaker at the closing 
general session, Tuesday, Feb- 
ruary 12. 

Born and raised in Dallas, 
Governor Clements left college 
and a promising collegiate foot- 
ball career when he went to 
work as a roughneck in the 
South Texas oil fields to help 
support his family during the 
Depression. After returning to 
Dallas to study engineering for 
two years at Southern 
Methodist University, he went 
to work for a Texas oil field ser- 
vice company. 


Clements 


At age 28, he established his 
own business—Southeastern 
Drilling Company. The com- 
pany, now known as SEDCO, is 
a major international drilling 
contractor. 

From 1973 to 1976, Clements 
served as Deputy Secretary of 
Defense at the Pentagon and 
was awarded the Department of 
Defense Medal for Distin- 
guished Service. President 
Gerald Ford later added a bronze 
palm to the award and termed 
Bill Clements the best general 
manager of the Pentagon he had 
seen during a quarter-century of 
service in the nation’s capital. 

Clements was sworn in as 
governor of Texas January 16, 
1979. At the same time, he re- 
signed as chairman of the board 
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of SEDCO, the company he had 
founded, and began anew career 
in public service. 

The name of Pat Boone 
should be familiar to anyone 
who has had access to a radio, 
phonograph, television set or 
movie theater since the mid- 
Fifties. Pat has sold more than 
45 million records, has starred 
in 15 motion pictures and, in 
1956, was the youngest per- 
former on television with his 
own network show—The Paz 
Boone Chevy Showroom. 

A descendant of Danie] 
Boone, Pat will be the inspira- 
tional speaker at Sunday’s (Feb- 
ruary 10) nondenominationa] 
worship service. He was born in 
Jacksonville, Fla., but his family 


Boone 


moved to Nashville when he 
was a year old. Local amateyy 
shows and a stint as the master 
of ceremonies for a high schoo} 
talent review on radio led to 
honors on the Ted Mack 
Amateur Hour and, sub- 
sequently, the Arthur Godfrey 
Talent Scout Show. 

In September, Pat was hon- 
ored with the Israel Cultura] 
Award, Israel’s most prestigious 
award given to a non-native. J 
was presented to Boone in ree. 
ognition of his artistry ang 
humanitarianism. 

Pat and Shirley are the par. 
ents of four girls, one of 
whom—Debby—is well on hey 
way to becoming a star herself. 
Her recording of You Light Up 
My Life was a huge hit. 
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He wants it now. 
But he wants it with 
asunroof. 
solution? 


The solution is the American Sunroof Group. Our authorized installers 
can put almost any kind of open-air product in almost any kind of 
vehicle. And usually in 24 to 48 hours. 

So if he wants it now, but with a manual or electric, steel or glass 
sliding sunroof, pop-top or even a simulated convertible top, he 
can have it. You move existing inventory. There are no special 
orders, no long waits for delivery. And you don't have to floor- 
plan extra cars in order to meet the demands for open-air or 
roof options. 

There's more. Installing open-air products 
after the sale gives your customer more option selection. 
And the American Sunroof Group assures him of a 
product made and installed with strict attention to quality 
and workmanship. To prove it, the customer receives 
a 12-month limited warranty on both work and mate- 
rials. So he starts out happy. And he stays happy. 

That's the solution. No matter what your 
inventory looks like, it can be 100% open-air 
when you utilize the skills and 
quality products of the American 
Sunroof Group. Call today for 
the authorized installer nearest 
you. It’s the solution. The 
100% solution. 


7 The 100% 
/ Solution. 


A Division of Automobile Specialty Company 
One Sunroof Center, Southgate, Michigan 
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Call toll-free for the installer 
nearest you: 800-521-8113. In 
Canada and Michigan call collect 
(313) 285-4911. 


Don't miss our booths at the NADA 
Exposition, #476-480 & #526-53 
See our new Photochromic Sunro 
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Good news! 
Lower prices on 
-installed 1980 
lco-GM 
stereo sound systems. 


That's right! Prices on most 
models of Delco-GM factory stereo 
have been substantially reduced. 
There's never been a better time 
for ordering your cars with factory- 
installed Delco-GM stereo sound 
systems. 

Lowered customer resistance 
to upgraded sound systems. 
At a time when vehicle base prices 
are rising along with the prices of 

many desirable options, your 
customers will react favorably to 
the news that they can now have 
more sound system for less money. 
For example, the manufacturer's 
suggested retail price of an 
AM/FM stereo with 8-track tape 
player on a Buick, Oldsmobile or 
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Pontiac B, A or A-Special has been 
reduced $73 compared to our 
1979 prices. 

Assists upgrading from AM. 
The price differential on 1980 GM 
cars between a basic AM monaural 
system and all other factory systems 
has been reduced. The reasons for 
stepping your customers up to 
stereo have never been better. 


Improved competitive position. 


The dealer invoice price on most 
models of Delco-GM factory 
stereo has been reduced. The 
reduced dealer cost means a more 
favorable position in competing 
with other dealer and after- 
market auto-sound sellers. For 
example, the dealer invoice for an 
AM/FM stereo with cassette on 

a Buick or Olds A or A-Special 
has been reduced more than 

$50 compared to our 1979 price. 
This can significantly strengthen 
your position in meeting such 
competition. 
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Lower 1980 prices can help yoy 
sell upgraded factory sound 
systems —sell them more easily. 
And strengthen your competitive 
position. 

A floor-plan bonus. 
And this can help with your floop 7 
planning costs for stocking cars 
with factory-installed stereo sound 
systems. 

For more information, “Dial 
Delco” at these toll-free numbers. 
(800) 428-0501 —in Indiana (800) 
382-0531. Or see your GM Parts 
Division district manager or 
contact your local AC-Delco 
Service/Sales Center. 


Delco Electronics 


fe} |e 


Division of General Motors 
Kokomo, Indiana 
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& 6Audatex provides a professional 
estimate that’s simple enough “The Audatex Estimating System adds 


professionalism to my body shop. 
Aud is fast, t d It 
for my customers to understand oe een 
» collision estimating in more than 30 years. 
yet meets with all the legal Audatex reduces time spent completing 


8 a each estimate. And, I get a much higher 
t f ir orders. Audatex hel 
requirements the insurance the parts department, to, by eliminatieg 
errors and cutting turnaround time. It all 


company will demand. 5 5 drops to the bottom line.” 


Audatex is as easy to learn as it is simple 


. to use. The estimators worksheet contains a 
> se graphic reproduction of the car being 
Lc vi inspected. The work to be done is checked off. 


Now our computer takes over to supply parts names, prices, 

Mr. ai Nee bile, | umbers, labor costs, and more. Then, an itemized consumer- 
o—ptagg ee acmmresmoo" understandable estimate is automatically prepared. 
ae Va: AND, MOST IMPORTANT, AUDATEX INCREASES YOUR BODY 
; SHOP'S PROFITABILITY. 

Clip and return the coupon below and we'll send you free, withoy 
obligation, the whole Audatex story... the new standard of the 
industry. Do it today! 


V/ 


‘RIVE 
IN FOR 
SERVICE 


DRIVE 
IN FOR 
SERVICE 


AUDATEX ESTIMATING SYSTEM 
1675 Sabre Street, Hayward, California 945 


John Garrison, V.P Marketing 
C) Please send me your 
literature on the Audatex 
Estimating System. 


() Please have your 
representative contact me. 


MAIL TODAY... FREE. 
NO OBLIGATION 


Title a 


AUDATEX “ 


Address 


City/State/Zip 


Telephone Number ( ) 
(Area Code) 


“During the gas lines Landmark was 
e of our best sellers. And our grosses 


re fine’ 
Don Willey 


Marion Willey & Son Ford 
Bountiful, Utah 


“Right now, Landmark is the only van 


conversion we stock. 

Before, we carried three different 
van conversions. Our experiences were 
such that we were constantly having 
problems getting service and the 
warranty handled properly. 

But we've had real good success 
selling Landmarks. Some we've made a 
couple grand on. I'd say average is 
about the $1500 mark-—even during 
the gas crunch’ 

Bill Grovert 
New Vehicle Administrator 
Lou Grub Chevrolet 


Phoenix, Arizona 


‘anne 


“We sell every Landmark we get jn 
stock. I don’t think that the gas situation 
has hurt us at all. I really don’t know 
what to tell you, except that it's a ‘ 
hell of a van. 

People have seen a lot of vans, but 
not like this. It's what they're looking foe 
The color schemes are super. The 
workmanship is excellent. The contoyr 
of the van is sleek, and the design of 
the floorplans is very usable. 

We're averaging higher grosses on 
on the Landmark than we are on 
anything else’ 

Nick Varsak 

General Manager & Owner 
Atlas Chrysler Plymouth 
Costa Mesa, Calif. 


“Landmark II is brand new. We've 
built and priced it so the dealers can 
hold good grosses on a larger mobile 
unit. 

Landmark II has the same adult 
qualities that people have come to 
expect from a Landmark vehicle. 

It has the comforts of a real motor 

home, but it's closer in size to 
a van. And the gas mileage 

is good. People are going 

to buy it” 


Bill Feldhorn, President 
National Coach Corporation 


“Landmark II has a totally new lightweight. And because it is so light, 
“We know this type of vehicle has construction. It's made from a Hexcel __ it gets the mileage of a full size car. 
retailed very well over the past year. But honeycomb sandwich aircraft material. No kidding” 
our unit goes them one better. We took This makes it super strong and super Jim Barnett, V'P. Operations 
the adult attitude of the Landmark van National Coach Corporation 


and made Landmark II the same way. 
There's no question about it, it's a winner” 


Tom Hollenbeck, V-P. Sales 
National Coach Corporation 


In the spirit of good taste. 
Corporate Offices: 130 W. Victoria, Gardena, Calif. 90248 Phone (213)538-3122 
Production facilities: Carson, Calif. and E. Brunswick, New Jersey 
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NADA’s seminars for dealers and 
managers this year will be 
stressing the THREE YOUs 
instead of the THREE Rs. 


University of 
fee utomotive Manager 
This Certifies That 


JOHN Q. DEALER 


Participated in the Workshop Program 
Presented at the NADA Convention, February 9-12, 19g9 


to increase effectiveness in the field of Automotive Managem 
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ONVENTION 
WORKSHOPS 


ost of us are familiar 
with educational sys- 
tems that stress the old 
‘THREE Rs”’—Reading, ’Riting 
and ’Rithmetic. But dealers 
attending workshops offered by 
the University of Automotive 
Management at this year’s con- 
vention will find the emphasis 
being placed on the “THREE 
YOUs” instead. 

By way of explanation, the 
‘“YOUs” refer to the trio of per- 
sonalities that comprise the 
total successful automobile 
dealer: You—the businessman; 
You—the manager; and You— 
the person. Each of the seminars 
making up NADA’s University 
curriculum this year will be 
aimed at bolstering one or more 
of these YOUs. Taken together, 
the sum should equal a better 
dealership operation. 

The 1980 workshop schedule 
will be more concentrated and 
more comprehensive than any 
seminar slate ever offered by 
NADA. There will be more top- 
ics covered (30), more speakers 
(63), and more time alloted for 
each session (15 minutes longer 
than in the past). 

Spanning a three-day period 
from Sunday to Tuesday, the 
workshop schedule offers 103 


separate classroom sessions 
with each of the 30 topics being 
presented on a multiple basis. 
The majority of the 
workshops—16 of them—will 
be presented four times each. 
Eleven will be given three 
times, with the remaining three 
being presented twice. Such 
scheduling should provide 
dealers and managers with the 
maximum opportunity to at- 
tend workshops of their choice. 

A special workshop period 
just for managers has been 
scheduled during the Sunday af- 
ternoon slot from 3:30 to 5:30. 
This extra period means there 
will be eight opportunities to 
attend workshops—two each 
on Sunday and Tuesday and 
four on Monday. Attendance at 
four different workshops during 
the convention will earn a Uni- 
versity of Automotive Man- 
agement certificate for 1980. 

The following listing will 
give you a “nutshell” descrip- 
tion of each workshop as well as 
scheduled speakers, times and 
locations. 
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Workshops 


ALTERNATIVE INVESTMENTS 


Protecting earnings from taxation 
and determining investment mix. 


Sunday, 1:30 p.m.; Monday, 8:30 
a.m. and 3:30 p.m.; Tuesday, 
10:30 a.m. Room 19. 


Speaker: Bolen 
Ralph Bolen, President, Ralph L. 
Bolen Olds, Inc. 


DEALER SUCCESSORSHIP 


The heir-apparent: the selection 
and training process. 


Sunday, 1:30 p.m.; Monday, 8:30 
a.m. and 3:30 p.m. Room 2. 


Toomey 


Speakers: 

Marie Brooks, Ellis Brooks Chev. 
John Holley, John Holley Chev. 
John Toomey, Alamo Toyota 
Walter Huizenga, NADA Legal 
Group. 


Huizenga 


DEALERS TALK ABOUT MER- 
CHANDISING (OVER 400) 


Sales systems, motivation tech- 
niques, advertising, etc. for larger 
volume dealers. 


Monday, 8:30 a.m. and 3:30 p.m., 
Tuesday, 10:30 a.m. Room 14. 


Speakers: 

Charles Appich, Jr., Emrick Chev. 

Sales Corp. 

William Roberts, Roberts Mfrs., 

Inc. Roberts 
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DEALERS TALK ABOUT MER- 
CHANDISING (UNDER 400) 


Basically the same workshop as 
above, but for limited volume 
dealers. 


Sunday, 1:30 p.m.; Monday, 10:30 
a.m. and 3:30 p.m. Room 15. 


Speakers: 

M. Brack Wilson, Brack Wilson 
Ford, Inc. 

Will Cooke, Bill Cooke Cad.-Olds, 


Inc. Cooke 


, i 


EFFECTIVE ADVERTISING 


Community image in relation to 
market area is explored throy 
radio, television, newspaper and 
magazine. 


Sunday, 1:30 p.m.; Monday, 19-39 
a.m. and 1:30 p.m. Room 14, 


Speaker: 

Kensinger Jones, Special Advertis. 
ing Consultant, Wilding Advertjs. 2 
ing. 


EFFECTIVE LISTENING 


Three experts look at listening 
skills needed to qualify buyers, to 
communicate with service cus- 
tomers, and to deal with staff 
management listening situations. 


Sunday, 3:30 p.m.; Monday, 10:30 
a.m. and 1:30 p.m. Room 1. 


Gordon 


Speakers: 

Edward Cassidy, Catherine C. 
Gordon and Louis Coulson, all of 
the Prince George’s County (Md.) 
School System. 4\ 


Coulson 
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There's to your Buick dealer 


Tritt. 


than just cars. 


Much more. Of course your 
Buick dealer is in business to 
sell and service Buicks, but 
that’s hardly the extent of his 
activities. In fact, he’s quite 
involved in the community. 
That's because Buick deal- 
ers have traditionally been 
good citizens and neighbors. 
They lend their support and 
leadership to civic proiects, 


athletic teams, and all sorts of 
special events. They've made 
commitments to their com- 
munities and they whole- 
heartedly demonstrate them. 

We at Buick Motor Division 
are proud of our dealers. And 
we'd like to express our 
appreciation to them for all 
they do. 


. ae 


MAAK OF EXCELLENCE 


Workshops 


ELECTING DEALER CANDI- 
DATES 


A discussion of effective candidate 
support—a must for politically ac- 
tive dealers. 


Sunday, 1:30 p.m.; Monday, 8:30 
a.m. and 3:30 p.m. Room 22. 


Speakers: 

Charles Hover, /r., Hover Ford 
H. Claude DeBeaux, Claude De- 
Beaux Ford 

Robert Lee, Daniels and As- 
sociates 

William Hanna, Mayor of 
Shreveport, La. 


a 


Hanna 


ESTATE PLANNING SERVICES 


The National Automobile Insur- 
ance Service Agency offers advice 
on tax shelters and estate plan- 
ning. 


Monday, 10:30 a.m., 1:30 p.m. and 
3:30 p.m.; Tuesday, 8:30 a.m. 
Room 5. 


Speakers: 

Paul West, NADA Staff 

Roger Dunker, Connecticut Gen- 
eral. 


EXPENSE CONTROL 


How to review the monthly finan- 
cial statement to pinpoint expense 
trends. 


Sunday, 3:30 p.m.; Monday, 10:30 
a.m. and 1:30 p.m.; and Tuesday, 
8:30 a.m. Room 20. 


Speakers: 
James Ryan, John Ryan, Inc. 
Phil Smart, Phil Smart, Inc. 


Smart 
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HIRING DOS AND DON’TS 


An informative blend of job de- 
scriptions, personnel records, in- 
terviewing forms and questions, 
testing, and reference evaluation. 


Sunday, 1:30 p.m. and 3:30 p.m.; 
Monday, 10:30 a.m.; and Tuesday, 
8:30 a.m. Room 17. 


Speakers: 

Steve Cabot, Pechner, Dorfman, 
Wolfe, Rounick and Cabot 
Herbert Greenberg, Personality 


Dynamics, Inc. Greenberg 


HOW TO RUN AN EFFECT] yp 
MEETING 


Basics on how to run different 
types of meetings with emphasis 
on motivation. 


a.m. and 3:30 p.m.; and Tuesday 
8:30 a.m. Room 12. y 


Tisdale 


Speaker: 

Brad Tisdale, Vice President- 
Marketing, Automated Marke 
Systems, Inc. 


ting 


HOW HEALTHY ARE YOU? 


Tips on increasing longevity and 
warming signs of major diseases. 


Sunday, 1:30 p.m.; and Monday, 
8:30 a.m., 10:30 a.m. and 3:30 
p.m. Room 4. 


Speaker: 
William Iles, Loma Linda Univer- 
sity School of Health. 


INCREASING DEALER IMPAC > 
IN CONGRESS 


Staying informed on current Con- 
gressional issues that directly af- 
fect dealers. 


Sunday, 1:30 p.m.; and Monday, 
10:30 a.m., 1:30 p.m. and 3:30 
p.m. Room 21. 


Greene 


Speaker: 
Thomas Greene, NADA Executive 
Director—Legislative Offices. 


a 
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Sunday, 1:30 p.m.; Monday, 19-39 
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THE DEALER 


Vans, Pick-ups and 4x4’s SHOW 


LAS VEGAS CONVENTION CENTER 
May 14-16,1980— DEALERS 


May 16-18,1980— PUBLIC 
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Commercial/Utility Company Commuter 
Announcing the only multi-use 
vehicle show of its kind in the 
country where Economy, Sales and 
Profits head the industry’s priority list 
for the 80’s. 

The trend toward commuter vans 
for saving energy and parking spaces 
is only one of the many bright pros- 
pects for sales in the new decade. 

Fleet managers will see the po- 
Get on the Vanwagon tential of larger payload and new 


Join us in Las Vegas mileage economy vehicles. 
May 14-1 8, 1980 For space applications and 


attendance information call: 
800-336-0154 
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Recreation Vehicle 
Industry Association 
14650 Lee Road 
P.O. 204 
Chantilly, VA 22021 
Dennis S. Corcoran, C.E.M. 
Vice President Meetings and Shows 


For hotel and airline reservations 
call RVIA’s Travel Service at: 
800-556-6882 
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NEW! HOLMES 
440 HI-POWeER 
WRECKER 


Holmes “old faithful” Mode 


440 has been replaced by th 
super 440 HI-POWER wit 
full 5-ton winch/boom Capaait 
Two new all-steel bodies haw 
redesigned tailgates and com 

toured side panels! See am 

operate this exciting Meg 
cal wrecker at YOUr nega 
Holmes distrituae 


» 


fOveL 4000 — A 4-ton wrecker MODEL 1100 MODEL 1200 
ith electric winch, electro fully hydraulic wrecker for smooth, winch wr 
i draulic boom lift for towing dependable performance. Boom is 
Md light duty recovery. power operated 


Sleek 7-ton, twin MODEL 480— Multipurpose twin. 
r; fully hydraulic boom mechanical wrecker; 8-ton 
Power operated boom extends, re- capacity. Need more power ? Get 
tracts, raises and lowers while loaded! Holmes Model 500 with 10-ton 
muscle! 


SODY beats the guts you get with a Holmes! 


Quality never costs as much money as it saves. 
Compare quality before you invest your money in 
ANY wrecker. Don't be blinded by flashy chrome 
and paint. Remember, the guts of any wrecker is 
its winch, and if anyone says he has a stronger, 
Safer or longer lasting winch than the one you get 
with a Holmes, it's not true. Holmes designs and 
produces its own winch. Most other wrecker 
manufacturers buy theirs from outside sources. 


A value comparison with the most popular winch ° 


proves Holmes far, far superior. Remember, too, 
Holmes offers the broadest line of hydraulic and 
mechanical wreckers, with a size and type for 
every need and pocketbook. They're sold and 


Holmes offers a full line of carriers 
with tilt beds. 


Rugged 25-ton 
power mechanical wrecker for the 
really tough jobs. Also, Holmes 
Model 850 with 40-ton recovery 
power! 


Versatile 16-ton 
power mechanical wrecker for 
heavy duty towing/recovery work. 
Optional extendible booms. 


i 


serviced in most maior cities by the j : 
largest group of Hist puters in ihe Ue ant . 
Canada. So, before you buy ANY wrecker Corr 
pare quality, price, resale value and the availabili 
of parts and service. You'll win with Holmes! 


ERNEST HOLMES 


— 
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STZ) conporation / ERNEST HOLMES pivision 


2505 East 43rd Street, Chattanooga, Tennessee 37407 
Telephone 615/867-2142 


ECP ROLLS OUT 
THE BIG GUN 


As never before, this selling season is going to be > 
a battle. 


High interest rates. Soft new car sales. Cash 


flow problems. And, confusion over all the late 
entries into the rustproofing business. 


IN THE FIGHT FOR PROFITS. 


At ECP with 10 years experience we recognize 
that these conditions call for a restructured 


program. 


We selected AutoArmor in a search for a brang 
name that had the highest impact for both 
rustproofing and paint protection. AutoArmor js 
relevant to both, is memorable, and implies 
protection. 


We learned from marketing research that 
rustproofing and paint protector are car care 
products most wanted by new car customers. 

So we developed the 3-way protection 
concept. Rustproofing underneath with a heavy 
abrasion and Corrosion resistant coating. 

Rustproofing inside with a lighter coating in ay 
doors and panels. 

Paint protection outside via a glossy shield. 
This add-on valuable paint protection enables 
you to dramatically improve your = 
dollar profit per car. ~~! 

ee <i 
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Se AutoArmor offers an outstanding lifetime 


multiple repair warranty on rustproofing, 
transferrable to second owners. And a three-year 
warranty on paint protection. In addition, ECP 
Carries insurance on these warranty programs. jp 
today’s changing market, where suppliers Come 
and go, ECP’s insurance makes it clear that yoy 
will not be responsible for someone else's 
warranty claims. 


AutoArmor will soon be the best known 

rustproofing and paint protectors in the 

business. Your customers will know about 

AutoArmor when they come in to buy their new N 
Car. 
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— 
Have a salesman contact me with | 
details on the AutoArmor pro- 
gram, and how | can qualify for 4 
5% or 10% discount. 


Name ———__ 
Dealership ——__PPPPP_E 
Address $$ 
City/State/Zip ——__PP>_———— 


Telephone ————___ 
CJ Distributor inquiry 


ECP is currently looking for Distributors in selected Markets | 
who are interested in the AutoArmor program. Please Check 
this box and fill in information above. 
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LIFE SAVING FIRST AID 


Demonstrations of first aid tech- 
niques. 


Monday, 8:30 a.m. and 1:30 p.m. 
Room 3. 


Burdett 


Speakers: 

Larke Stephens, Yvelle Burdett 
and Regina Roberts, all of the 
Hotel Dieu Hospital. 


Roberts 
LIFO 


Emphasis on most current IRS rul- 
ings on LIFO inventory valuation 
as related to dealers. 


Sunday, 1:30 p.m.; and Monday, 
10:30 a.m. and 3:30 p.m. Room 6. 


Speaker: 
Don Wiese, Touche Ross and Co. 


Wiese 


MERCHANDISING LEASES 
(ADVANCED) 


Converting buyers to lessors, 
profit guidelines, and advanced 
merchandising techniques. 


Monday, 1:30 p.m. and 3:30 p.m.,; 
and Tuesday, 8:30 a.m. Room 16. 


Downes 


Speakers: 

John Downes, Lease One Corp. 
Maury Wilkins, Hoffman Green 
Leasing, Inc. 


Wilkins 


MOTIVATING SALESMEN FOR 
PROFITS 


Secrets of effective sales and : 
realizing sales force potential. ao 
Sunday, 3:30 p.m.; Monday, 8:30 <a» 
a.m. and 1:30 p.m.; and Tuesday, . 

10:30 a.m. Room 15. a 


Speaker: 
Art Niemann, Ryan Management. 


Niemann 


Workshops 


Learn about the largest Manage- 
ment Consulting Team Service 
available to dealers today. 


im 


Sunday, 1:30 p.m.; and Monday, 
10:30 a.m. Room 18. 


Durfee 


Speakers: 

David Durfee, Durfee Chev., Inc. 
Phil Isbell, Holiday Olds 

Alfred Shockley, Shockley VW, 
Audi, Inc. 


Ms 


Shockley 


NADA SALES TRAK 


A time-efficient management sys- 
tem for your sales department. 


Sunday, 3:30 p.m.; Monday, 8:30 
4 a.m. and 3:30 p.m.; and Tuesday, 
| 10:30 a.m. Room 18. 


Markquart 


Speakers: 
Lee Markquart, Markquart Motors 
Steve Wancik, NADA Sales Trak. 


Wancik 


HEAVY DUTY TRUCK PROFITS 


The Business Week Truck Dealer 
of the Year expounds upon the 
profits to be made in the truck 
business. 


Sunday, 1:30 p.m. and 3:30 p.m. 
Room 13. 


Lindley 


Speaker: 
Quitman Lindley, Lindley Inter- 
national, Inc. 


PARTS INVENTORY CONTROL 


Detailed discussion of manual and 
computerized parts inventory 
basics. 


Sunday, 1:30 p.m. and 3:30 p.m.; 
and Monday, 1:30 p.m. and 3:30 
p.m. Room 11. 


Nicholes 


Speaker: 
Mike Nicholes, Mike Nicholes, 
Inc. 


(WORKSHOPS Continued Page 64) 
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Workshops 


(NADA) RETIREMENT PLAN- 
NING SERVICES 


Pension plans and profit sharing 
programs. 


Sunday, 1:30 p.m.; Monday, 10:30 
a.m. and 1:30 p.m.; and Tuesday, 
10:30 a.m. Room 10. 


Speakers: 

Warren McEleney, McEleney 
Motors, Inc. 

Kenneth Kent, Kenny Kent Chev. 


Crawford 


RECOGNIZING AND CON- 
TROLLING STRESS 


Recognition of non-productive 
levels of stress in employees and 
family. 

Sunday, 3:30 p.m.; Monday, 1:30 
p.m.; and Tuesday, 8:30 a.m. and 
10:30 a.m. Room 4. 

Speaker: 

James M. Crawford, Dean, Loma 
Linda University School of 
Health. 


& 


Gandolfo 


Co., Inc. 
Joe Gandolfo, Joe Gandolfo, CLU 
and Assoc. 
Henry Tufts, NADART. 
Tufts 
SETTING SERVICE PROFIT 
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Loewen 


GOALS 


How to forecast income and ex- 
penses for a service department. 


Sunday, 3:30 p.m.; Monday, 8:30 
a.m. and 1:30 p.m.; and Tuesday, 
8:30 a.m. Room 7. 


> 


' Speakers: 

- Herman Loewen, Loewen 
Chev.-Olds, Ltd. 
Tim Southwick, Toyota of Berke- 


Southwick ley. 
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STARTING A LEASING COM- 
PANY 


Forms, selecting a staff, and 
choosing vehicles. 


Sunday, 1:30 p.m. and 3:30 p.m.; 
and Monday, 8:30 a.m. and 10:30 
a.m. Room 16. 


Speakers: 

Joseph Doering, Doering Leasing 
Co. 

Robert Novick, Bob Novick 
‘Chevy, Inc. 


Speaker: 


Broadhurst tant. 


Novick 


TIME MANAGEMENT 


Pinpoint and minimize time traps. 


Sunday, 3:30 p.m.; and Monday, 
8:30 a.m. and 1:30 p.m. Room 42. 


Harry Broadhurst, private consul- 


THE USED CAR MARKET 


Discussion on essence of the used 
car market—merchandising. Fea- 
tures independent dealers. 


Sunday, 1:30 p.m.; and Monday, 
8:30 a.m. and 1:30 p.m. Room 8. 


Speakers: 
Vic Snyder, Trader Vic’s 


Harry Lawrence, NADA Used Car 


Guide Co. 
Jane Fox, Fox Chevrolet, Inc. 
Marvin Ivy, Marvin Ivy Motors. 


Snyder 


- ty; — 
Lawrence 
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HOW TO KEEP 
YOUR TAX DOLLARS 


We'll Show You How... 


e Unlock building and ¢ New Estate Planning © Design tax-free 
land from the dealer- Techniques specially stock/asset trade 
ship on a tax-free designed to freeze and exchange 
basis. inflated assets. techniques. 

e Specific “Paragraph ¢ Set up a tax-free © Arrange personal tax 
3rd” strategy and Medical Reimburse- shelters yielding 
techniques to mini- ment Plan for the multiple write-offs 
mize taxes. 80’s. and tax credits. 

e Establish a Tax- ¢ Provide up to 5:1 ¢ Arrange leasing 
Exempt Investment for personal income companies minimiz- 
Trust where you tax shelters. ing liability and 
control the money maximizing total tax 
on a tax-free basis. benefits. 


As a dealer, are you spending too much time and energy 
creating profits and not enough time conserving them? 


Profitable dealers know that up to 50% 
and more of their taxable money will go 
to Uncle Sam! Don't do it! Borawski, 
Orefice and Company can show you 
new and creative techniques to save 
these tax dollars. Our programs are 
designed especially for you... the 
auto dealer. 


Jerry Orefice and John Borawski 
maintain their own staff, including 
in-house legal counsel specially trained 
for the auto dealer. As national speakers 
for 20 groups, associations, and 
conventions, the firm is experienced 
and prepared to analyze your situation 
as they have for many, many others. 


John R. Borawski 


Jerry A. Or 


Show Me How To Keep My Tax Dollars 
BORAWSKI, OREFICE & COMPANY 


BORAWSKI, 15910 Ventura Boulevard, Suite 1719 
OREFICE Encino CA 91436 (213) 986-2426 
& COMPANY 


Name SE a SE Te ET 
Title -SeSeFeFFeFeFeesFSsSsasF 


Company Name 


15910 Ventura Boulevard, Suite 1719 
Encino, California 91436 
(213) 986-2426 


Call Direct Or Collect 


Address dateeean st dnihnhoeaasiassabesseesesseerhesinisioapaniaeacesbtsimisiooninncsennnnnasiicttnet 
City =) (| 4 T 


Telephone Kcctin} seepcinaptenminihuanaascpibataerey tiene sae L Sit 2a aS Hs 


Workshops . 


WARRANTIES AND SERVICE 
CONTRACTS 


Educating the consumer in order 
to avoid complications and en- 
hance service reputation. 


THREE DEALERSHIPS, THREE 
DIFFERENT SERVICE SYSTEMS 


Contrasting team systems, dis- 


patch systems, and a blend of 
both. 


Monday, 8:30 a.m. and 1:30 p.m.; 
and Tuesday, 10:30 a.m. Room 6. 


Speaker: 
Rhonda Kurtis, NADA Legal 


S d: 3°: m.: 10:30 
unday, 3:30 p.m.; Monday, Group. 


a.m. and 3:30 p.m.; and Tuesday, 
10:30 a.m. Room 9. 


Speakers: 

Richard Smith and Richard 
Hager, Royal Oldsmobile, Inc. 
Ron Layton and Dallas Roberts, 
Conley Buick, Inc. 

Pete Eversole and Wallace Stark, 
Eversole Motors. 


Layton 


Eversole Roberts 


TRAINING THE SERVICE 
WRITER 


Listening to the customer, asking 
diagnostic questions, and complet- 
ing repair orders. 


Sunday, 3:30 p.m.; Monday, 10:30 
a.m. and 3:30 p.m.; and Tuesday, 


10:30 a.m. Room 8. University of 


Automotive Management 
This Certifies That 


JOHN Q 


Speakers: 

Robert Reichert, Kenwood 
Lincoln-Mercury 

Robert Daly, NADA Marketing 
Frank Morsani, Precision Motor 
Cars. 
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clasesic (klas’sik) n. a work of recog- 
nized worth. 


WE BELIEVE our Service Contract qualifies in every respect. In less than two years, our 
program has become the model by which others are judged. 


COMPARE: Fully-insured by qualified insurance carriers, Lowest cost. Highest commis- 
sion. Strict compliance with Magnusson-Moss. Retains advantage of In-House... without 


risk. You keep profits! Approved by major banks and lending institutions, Loss Pavee 
Endorsement provided for extra protection. 


EXCLUSIVE BENEFITS: No deductible implied warranty insurance coverage, and 3 Year. 
50,000 mile customer follow-up system at no additional cost! 


To find out how to qualify and to receive a list of the largest dealers in the U.S.A. now 
participating, stop by Booth 1410-11 at the NADA Convention or call: 


Cf 


Lioyd Andersen & Associates, Inc. 
3100 Broadway, Suite 509 - Kansas City, MO. 64111 
(816) 561-8989 Toll Free (800) 821-2788 


caper See i 
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ALIVE AT NIGHT 


— 4 


Today the public is safety conscious and that 
reality can be your sales advantage. 


Automobile owners are doing more night driving 
than ever before. This pattern has been recognized 
by automobile manufacturers and automobile equip- 
ment designers. They have been Striving for a prod- 
Uct that would make an automobile more visible at 
night, whether moving or parked, and yet add value 
and good looks. This has been achieved by Trim- 
Line's “NITE-LITE”, 


___ Itworks like this: As an approaching car's head- 
lights shine on a vehicle that has NITE-LITE, the 
driver of that approaching car sees a burst of light as 


TRIM-LINE INC., A SUBSIDIARY OF 3M 


AN EXTRA MARGIN OF SECURITY 
MEANS PROFIT! 


if someone turned on a ribbon of neon. NITE-LITE 
provides that extra margin of security everyone 
wants in the dark. In bad weather when visibility is 
diminished, oncoming cars will find the vehicle with 
NITE-LITE easy to see. 


The quality of this product and the need it fills 
spells an extra margin of sales for you. Contact your 
local Trim-Line distributor. 


For the distributor nearest you, Call: 
800-824-5182 
800-852-7733 (California only) 
800-265-8030 (Canada only) 


7 > 


ANYBODY CAN CUT OFF A TOP. WE TOTALLY 
ENGINEER OUR DESIGNS TO LOOK SUPERB WITH 
THE TOP UP OR DOWN! 


Ss 
I ——Ee———eEEeEE——eEEeEeEeEeE—EE—E— ee nana eee Ne eee 
SHARON CAR CRAFT C 10% DEPOSIT ENCLOSED. 
Sharon, PA 16146 Phone (412) 347-5035 
COMPANY AUTHORIZED 
NAME REPRESENTATIVE ———._{_—_ ______—_____ 
ADDRESS . 
YOUR 
CUT VS TAT ir a asec PHONE 
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or more than 30 years, the 
| eee exposition has 
been an important part of 
NADA’s convention activities. 
When “Expo” was added to the 
annual meetings back in 1948, its 
basic objective was to provide 
dealers with a central location 
where they could examine a vari- 
ety of equipment and services in- 
tended to assist them in running a 
more efficient, profitable busi- 
ness. Through boom times and 
lean, this objective has remained 
unchanged. 
Today, with money and profits 
being squeezed by uncertain 
economic conditions, Expo ’80 
should take on even more 
significance. The ‘right’ piece of 
equipment or some sorely needed 
program just might be the some- 
thing “extra” to help smooth out 
one or more areas of .the 
dealership. ae . 
This year’s exposition will fea- 
ture approximately 200 exhibitors 
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who have reserved portions of the 
Superdome’s 96,330 square feet of 
display space. Exhibits will offer 
products and programs ranging 
from diagnostic equipment, sound 
systems, F&I programs, and car 
washes all the way to service con- 
tract programs, hand tools and of- 
fice equipment. And there will be 
a wide array of other items in be- 
tween. 

History has shown dealers ap- 
preciate and use the exposition. 
Past statistics indicate approxi- 
mately four of every five dealers 
attending an exposition see some- 
thing on the expo floor they either 
purchase on the spot or make 
plans to purchase during the com- 
ing year. 

This year’s equipment exposi- 
tion will be open during the fol- 
lowing hours: 

Saturday, February 9—8:30 a.m. 
to 2:30 p.m. 

Sunday, February 10—11:30 
a.m. to 5 p.m. 
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Monday, February 11—9 a.m. to 
5 p.m. 

Tuesday, February 12—9 a.m. to 
noon. 

Following are listings of exhib- 
itors who have reserved space on 
the Superdome floor. Lists are cur- 
rent as of automotive executive’s 
deadline. Naturally, it’s possible 
last-minute changes could have 
been made after press time. 

The exhibitors’ listings have 
been arranged in two sections for 
the reader’s convenience. The first 
section is an alphabetical system 
in which exhibitors are listed ac- 
cording to company name, in al- 
phabetical order. The second sec- 
tion utilizes a “classification” sys- 
tem similar to the telephone 
book’s Yellow Pages. An exposi- 
tion “road map” may be found on 
page 84 which shows booth and 
area designations for respective 
exhibitors. 
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Acceleration Life Insurance Co. 
Booths 973 & 1023 


ADP Dealer Services, Inc. 
Booths 875-880 & 925-930 
See advertisement page 38 


After Market Associates, Inc. 
Booths 413-415 


Allen Testproducts Division 
Booths 366 & 416 


American Custom Coachworks, Ltd. 


Booth E 


American Hardware Mutual 
Insurance Co. 
Booth 765 


American Motors Corp. 
Booth P 


American Sign & Indicator Co. 
Booth 508 


American Sunroof Corporation 
Booths 476-480 & 526-530 
See advertisement page 49 


American Telephone & Telegraph 
Co. 

Booth H 

See advertisement page 91 


American Warranty 

Booth Y 

See advertisement page 111 
AMMCO Tools, Inc. 

Booths 473-475 & 523-525 


Applied Power, Inc. 
Booths 677 & 678, 727 & 728 


ARA Manufacturing Company 
Booths 1053-1056 & 1103-1106 


ARO Corporation 
Booth 1123 


Audiovox Corporation 
Booth I 
See advertisement page 32 
Autodynamics, Inc. 
Booths 1321 & 1322 


Automated Marketing System, Inc. 
Booth 275 & 276 


Automotive Age 
Booth 613 


Automotive Executive 
Booth F 


Automotive Innovations Corp. 
Booths 1210-1212 


Automotive News 
Booth 458 


Auto-Tell 
Booth 1000 


See advertisement page 89 
BAF Industries 
Booth 760 & 761 


Balance Computer Corp. 
Booth 1205-1207 


Baldwin United Leasing 
Booth 1318 


Bend O Matic Service Co. 
Booths 1404 & 1405 


EXHIBITORS INDEX 


Benwil Industries Inc. 
Booth 873 & 923 
See advertisement page 76 


Binks Manufacturing Co. 
Booth 912 & 913 


Bivens-Winchester Corp. 
Booth G 


Broadway Equipment Co. 
Booths 762-764 & 812-814 


Buske Industries, Inc. 
Booth 516 


Car Care Corp. 
Booths 1213-1217 


Car Clean 
Booths 1412 & 1413 


Cars & Concepts, Inc. 
Booth 1073 
See advertisement pages 6 & 7 


Cars, Inc. 
Booth K 
See advertisement page 115 


Cee-Gee, Inc. 
Booths 1062 & 1063 
See advertisement page 83 


Chief Industries, Inc., Automotive 
Syst. Div. 
Booths 753-755 & 803-805 


Chrysler Corp. 
Booth N 


Clarion Corp. of America 
Booths 1510 & 1511 


Clayton Manufacturing Co. 
Booth V 


Competitive Edge 
Booth 155 


Compucorp 
Booths 862 & 863 


Consumer Protection Plan 
Booths 953-956 & 1003-1006 


Coreco Research Corp. 
Booth 1409 


Creative Advertising Co., The 
Booth 675 


Custom Auto Accessories Co. 
Booth 500 


Custom Booths of California 
Booth 1512 


Custom Craft Automotive Ent., Inc. 


Booths 1407 & 1408 


Daubert Chemical Co., ECP Div. 
Booth 730 
See advertisement page 62 


Dealer Advertising Development, 


Inc. 
Booth 1310 
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Delco Electronics Division 
Booth D 
See advertisement page 50 
Detroit Autobody Equipment, Inc. 
Booth 1182 
Detroit Radiant Products Co. 
Booth 181 
Detroit Tool Custom Manufacturing 
Co. 
Booths 866 & 916 
DeVilbiss Co., The 
Booths 1058-1061 & 1108-111] 
Display Data Corp. 
Booth L 
See advertisement page 21 
Dover Corp., Ernest Holmes Diy. 
Booths 258-262 & 308-312 
See advertisement pages 60 & 6] 
Dresser Wayne, Globe Products Diy. 
Booth 400 
Electric Auto Corp. 
Booths 1304-1307 
Elsco Lighting Products, Inc. 
Booths 611 & 612 
Eltron Manufacturing Company 
Booth 655 
See advertisement page 79 
Encyclopedia Britannica 
Booth 1317 


Energy Saving Products 
Booth 462 
See advertisement page 39 


Executone, Inc. 
Booth 766 


Fast Start, Inc. 
Booth 1221 


Fiat Motors of North America, Ing. 
Booth T 
See advertisement page 75 


FMC Corp. 
Booths 562-565 & 614-615 


Ford Motor Co. 
Booth X 


Ford Motor Credit Co. 
Booths 1065-1066 & 1115-1116 


F. W. & Associates 
Booth 373 


Gamut Investments, Inc. 
Booth 900 


Joe Gandolfo & Associates 
Booth 1301 


General Motors Acceptance 
Corp./Motors Insurance Corp. 

Booth B 

See advertisements pages 9 & 99 
General Motors Corp. 

Booth C 

See advertisements pages 24, 59. @) 

57 
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Gilbarco, Inc. 
Booths 723-725 


Go, Inc. 
Booths 263-265 


Golnick Co., The 
Booths 1208 & 1209 


Grabber Manufacturing Co., Inc. 
Booth 408 


Graco, Inc. 
Booth 1050 


Ernest Adams 


Jud Harper 


What do these men 
have in common? 


ro Iss 
Terry Burke 


San Jacinto Motors Rountree Olds/Cadillac Red River Chevrolet 
Grand, Inc. Conroe, TX Bossier City, LA 


Booths 903 & 904 


y/ 


Guardian Light Co. 


Tex Earnhardt 
Earnhardt Ford 
Tempe, AZ 


Booth 1300 
Guy Chart Sales, Inc. iy, 

Booth 180 r a 

. Jack Mulcah 

Hamilton Test Systems, United ree creed 
Technologies Corp. Seattle, WA 

Booth S 

Increased car sales... 

Handi Products, Inc. 

Booth 815 


These are just six of the 
many dealer spokesmen 
who are using our auto 
key safes to increase their 
sales efficiency and cus- 
tomer control. A key safe 


Hanna Industries, Lark Div. 
Booths 775-780 & 825-830 
See advertisement page 97 


Hennessy Industries 
Booths 1400-1403 


KEY, allowing easy ac- See us at Booth #756 at 


cess to any car. That 
avoids sales interruptions 
and means MORE SALES 
CONTROL AND IN- 
CREASED SALES. 


Bill Brown 


Robinson. Chevrolet 


Novato, CA 


using SUPRA Auto Key Safes! 


the NADA Convention. 


Si SUPRA propbucrts, inc. 
Celebrating 25 years as 


(with the auto keys inside) 
is placed on each car on 


the Key Control People 


Heritage Group Cos. P.O. Box 3167, Dept. AE-80 


There are over 200,000 


Booth 273 the lot. Sales people carry Supra Auto Key Safes in Salem, Oregon 97302 
Hess & Eisenhardt Co. ONLY ONE MASTER use today. (503) 581-9101 
Booth Q 


Higgins-Delta Corp. 
Booths 1504-1508 


Hunter Engineering Co. 
Booths 958-966 & 1008-1016 
IAS National, Inc. 
Booths 976-978 


International Computer Systems, 
Inc. 
Booths 464 & 465 


Kansas Jack, Inc. 
Booth 200 


Kendall Refining Co. 
Booths 910 & 911 


Kent-Moore Tool Div. 
Booth 160 


Key Royal Automotive Co. 
Booths 460 & 461 


Klenosky, Inc., S. 


SIMULATED CONVERTIBLE 
TOPS ARE ATTENTION 
GETTERS THAT 
TRANSLATE INTO 
REAL SALES! 


Designed to give the 
appearance of a real 


Booth 856 convertible, these unique 
Kolnicki & Co. top packages offer your customers a 
Booth 1309 little extra individuality. Top quality 


materials, complete hardware, and genuine con 
vertible top material are combined in a distinctive 
treatment that looks like the real thing. Each top is 
professionally fitted and complete, inside and out. 


Krex Graphite Super Lubricants, Inc. 


Booth 182 
See advertisement page 77 


Tops available for 
these 1980 models. 


Monte Carlo, Cutlass, 
Gran Prix, Eldorado, 


ee i009 Colors available are; Black, White, Dark Blue, and Thunderbird, Cougar, 
Tan. Get a step on your competition, call or write | Coupe DeVille, Riviera, 
Lighting pcr. Inc. for the location of the nearest installation facility, | Regal and Toronado. 
Booth 2 


See advertisement page 44 


[E85 CLASSICS, INC. 


Dept. AA, 8909 McGaw Ct., Columbia, MD. 21045 / (301) 992-4900 or (301) 596-3852 


Lincoln St. Louis 
Booths 864-865 & 914-915 


AUTOMOTIVE EXECUTIVE, FEBRUARY, 1980 = 73 


Lloyd Anderson & Co., Inc. 
Booths 1410 & 1411 
See advertisement page 67 


Louisville Manufacturing Co. 
Booths 510 & 511 


Magazine Publisher’s Association, 
Inc. 

Booth 610 

See advertisement page 117 


Magnum Automotive Equipment, 
Inc. 
Booth 811 


Maguire Insurance Agency, Inc. 
Booth 560 


Management Consulting Services, 
Inc. 
Booth 175 


Manheim Services Corp. 
Booth 616 
See advertisement page 17 


Marcus & Associates, Bill 
Booth 656 


Marquis Sign Co. 
Booths 1500 & 1501 


McGard, Inc. 
Booth 1303 


Minnehoma Insurance Co. 
Booths 758 & 808 
See advertisement page 27 


10 HARD SELL NEEDED 
WIEN YOU STOCK SVUGTOP THE 
CUSTOM, HAND-CRAFTED HARDTOP 
LINE FOR MGB, MGC, MIDGET 
SPRITE, FIAT 850, FIAT 124 
TR 44-6 250, TR Z DATSUN 
and JENSEN-HEALEY.? 


Give us a jingle 


SNUGTOP. 1711 Harbor Ave., P.O. Box 121, § 


or shoot us the 
d aT i Long Beach, CA 90801. Phone (213) 432-5454 or g 
CORESn San ae B 436-3691. O.K. | could stand some easy sales, 
fire backa 8 for achange. Tell me about SNUGTOP. 
profit story O AME 
youcan’tresist. 
B TITLE 
® t ADDRESS 
“A Tradition of § PHONE_ 
Design Excellence 1 
and Craftsmanship” CITY STATE ZIP 
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Mirror Bright Polish Co. 
Booth 673 


Model A & Model T Motor Car 
Reproduction Corp. 
Booth 1208 


Monroe, The Calculator Co. 
Booth 566 
See advertisement page 109 


National Automobile Dealers 
Association Retirement Trust 
Booth 600 
See advertisement page 113 


National Automobile Dealers 
Association Services 
Booth 700 


National Automobile Dealers Useg 
Car Guide Co. 
Booth F 


National Auto Auction Association 
Booths 653 & 654 
See advertisement page 15 


National Automotive Insurance 
Service Agency 

Booth F 

See advertisement page 42 


National Auto Research Publications 


Booth 627 


National Coach Corp. 
Booth W 
See advertisement pages 52 @) 53 


National Market Reports, Inc. 
Booth 277 


Nationwide Ultra Seal, Inc. 
Booth 816 
See advertisement inside back 
cover 

New Era Products Inc. 
Booth 1100 


Neway Manufacturing Inc. 
Booth 1064 


Nike Hydraulics 
Booths 575-578 


Norick Brothers, Inc. 
Booth 300 


North American Dealer Group, [pe 
Booths 375-378 & 425-428 


Oakleaf & Associates 
Booths 1219 & 1220 
See advertisement page 11 


Palco International Corp. 
Booth 1302 


Panasonic Company 
Booth R 


Perfection Products Co. 
Booth 680 


Phone Ware, Inc. 
Booth 1025 


Plastical Industries 
Booth 806 


Polk & Co., R. L. 
Booth 466 


. 
- 


» THE 
FIAT STRADA 


GOES A LONG 


WAY BACK. 
AND AT 
-25MPGA 
LONG WAY 
FORWARD, 


ONE OF STRADAS ANCESTORS WAS OUR 1936 TOPOLINO. 
IT WAS LONG ON MILEAGE BUT A LITTLE SHORT ON ROOM. 
aN ann eS the: Samson! ach 3 team eattedlbaatcla Raat dias 


Like many Fiats before it, the 
1980 Strada goes a 
long, long way on 
very little gas.*Re- 
member: compare 
this estimate to the 

estimated MPG of other cars. 
You may get different mileage 
depending on speed. weather. 


and trip lengthYour actual highway 
mileage will probably be less and 
mileage varies in California. EPA 
est. based on carbureted engine. 

That's farther on a gallon of 
gas than any other car in Strada’s 
class. But then Fiat has tradition- 
ally built cars that make the most 
of every gallon. Because for years 
gas has cost far more in Europe 
than it has here. 


STRADA. BEST GAS 
MILEAGE OF ANY COMPACT. 


Yes, the Strada gets better 
gas mileage than any compact in 
America by design. 

Advanced aerodynamic 
design. Along with design features 
like its gas-saving standard 5th 
gear. And the optional fuel-injected 
overhead cam engine available 
on the Strada this year. 


STRADA. MISERLY WITH GAS, 
MAGNANIMOUS WITH AMENITIES. 
ec a “ns stadt 2 hte ena 


Strada has wide, comfortable. 
Italian-style seats. 

Rich interior appointments. 

And room you'll revel in. More 
than a Rabbit, Honda Civic, Omni. 
or Horizon. And even more than 
the 2-door Rolls Royce Corniche. 

But most of all, you'll revel 
in the front-wheel drive Strada's 
ability to pass a gas station. 

For the name of nearest dealer 
or Overseas delivery information. 
Call (800) 447-4700 or in Illinois 
(800) 322-4400. Specifications 
subject to change without notice. 


MOTOR CARS 
IN THE GREAT EUROPEAN 
TRADITION. 


©Fiat Motors of North America Inc . 1980 


Model SP-45 


¢ For new front-wheel-drive U.S. and 
import cars 
© Unique single-post design 
¢ Minimal floor space needed 
¢ Above-ground design for lower instal 
lation cost 
© Great for expansion or use when ex 
cavation isn’t practical 
e For quick service: brakes, lube, oil 
change 
¢ Ideal for 
new car service’ _ gas stations 
garages 2nd story use 
tire shops lease, rental 
property 


BENWIL! 


If your shop needs a lift 


Model TPO-7 


FREE! New brochure on all 7 
Benwil above-ground hydraulic 
lifts. Send coupon to: 


INDUSTRIES, INC. 
20526 Gramercy Place 
Torrance, CA 90501 
213-533-5085 


Polyglycoat World Enterprises, Ltd. 


Booth 558 
See advertisement back cover 


Poorman-Douglas Corp. 
Booth 676 


Progressive Communications, Inc. 
Booth 1026 


Quaker State Oil Refining Corp. 
Booths 853-855 
See advertisement page 47 
Racor Industries, Inc. 
Booths 1502-1503 


Radiator Aid, Inc. 
Booth 1319 


RCA Distributor & Special Products 


Div. 

Booths 1311-1312A & 1313-1314 
See advertisement page 41 
Reynolds & Reynolds Co., The 
Booths 658-666 & 710-716 
See advertisement page 94 

Ridgeway Chemicals, Inc. 
Booth 975 
See advertisement page 23 
Roberts & Co., R. J. 
Booths 705 & 706 


Roberts-Gordon Appliance Corp. 
Booth 1320 


Roman’s Chariot Shop 
Booth 726 


Roman Wheels, Inc. 
Booths 327-330 


Rusty Jones, Inc. 
Booths 858 & 908 
See advertisement page 34 
Ryan & Associates, Inc., Pat 
Booths 313-315 


Ryko Manufacturing Co. 
Booths 1101-1102 


Safelok Systems, Inc. 
Booth 1513 


Sharp Electronics Corp. 
Booth 1112 


Shure Manufacturing Corp. 
Booths 573 & 623 


Siemens Corp. 
Booths 360-362 & 410-412 
See advertisement page 35 
Sky-Top Sunroofs, Ltd. 
Booths 266 & 316 


Smith Co., The 
Booth 580 


Soft Brush Car Wash Systems, Inc. 
Booths 860 & 861 


Spartan Plastics, Inc. 
Booth 358 

Spaulding Co., J. H. 
Booth 423 


Starcraft RV 
Booth A 


Stewart-Warner Corp. 
Booths 1075-1078 & 1125-1128 
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Stop-A-Flat Corp. 
Booth M 


Subaru of America 
Booth J 


Sun Electric Corp. 
Booth O 


Supra Products, Inc. 

Booth 756 

See advertisement page 73 
Tammermatic Corp. 

Booth 800 


Telecheck Services, Inc. 
Booth 1406 


Tele-Com Office Products, Inc, 
Booth 56] 


Tennant Co. 
Booths 628-630 


Tepco, Inc. 
Booths 625 & 626 


Tipton Laboratories, Inc. 
Booths 1113-1114 
See advertisement page 43 
Trader Tex 
Booth 810 


Tra-Tech Corp. 
Booths 512-515 


Trim-Line Inc. 
Booths 1315 & 1316 


See advertisement pages 68 &) 69 


Tri-State Industries, Ltd. 
Booths 1200-1204 


Uniroyal Tire Co. 
Booths 323-326 


United Air Specialists, Inc. 
Booths 905 & 906 


USLife Credit Life Insurance Co. 
Booth 278 


Utilimaster Div., Holiday Rambler 


Corp. 
Booth AA 
Van Man Corp. 


Booth 100 

See advertisement page 3 
Ward’s Communications, Inc, 

Booth 1218 


Waxing Corp. of America 
Booths 380 & 430 


Weaver Div., Dura Corp. 
Booth 1308 


Weben Industries, Inc. 
Booth Z 


Western Manufacturing Co. 
Booths 703 & 704 


World Service Life Insurance Cg 
Booths 773 & 823 


Wynn Oil Co. 
Booth 1181 


Zee Specialities, Inc. 
Booth 1222 


Zefflamb Industries 
Booth U 


7 


“ 


Come see us at NADA, Booth 182 


suddenly everyone is talking about 


GR4PHITE 


Leading new car dealers have used 
KREX Graphite Super Lubricant 
over 32 years and 
made over $15,000,000 profit. 


KREX Graphite Super Lubricant 
boosts performance, reduces friction, 
helps improve gasoline mileage. 


Mail this coupon to: Krex, Inc., PO Box 836, Highland Park, Illinois 60035 
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CLASSIFICATION INDEX 


ADVERTISING & PROMOTION 
American Sign & Indicator 
Booth 508 


Competitive Edge, The 
Booth 155 


Creative Advertising Company, The 
Booth 675 


Davis-Newman-Payne Advertising 
Box Suite 409 


Dealer Advertising Development 
Booth 1310 


Elsco Lighting Products, Inc. 
Booths 611 & 612 


F. W. & Associates 
Booth 373 


Golnick Company, The 
Booths 1208 & 1209 


Guardian Light Company 
Booth 1300 


Handi Products 
Booth 815 


Klenosky, Inc., S. 
Booth 856 


Lighting Systems Inc. 
Booth 280 
See advertisement page 44 


Louisville Manufacturing Company 
Booths 510 & 511 


Marquis Sign Company 
Booths 1500 & 1501 


Poorman-Douglas Corporation 
Booth 676 


Progressive Communications 
Booth 1026 


Roberts & Company 
Booths 705 & 706 


Trader Tex 
Booth 810 


Tri-State Industries 
Booths 1200-1204 


Zee Specialties, Inc. 
Booth 1222 


AIR CONDITIONING EQUIPMENT 
See Automotive Accessories 
AUTOMOBILE AUCTIONS 
Amarillo Auto Auction 
See advertisement page 15 
Atlanta Auto Auction 
See advertisement page 17 


Dealers Automobile Auction of the 
South 


See advertisement page 15 


Lenoir City Auto Auction Company 
See advertisement page 15 


Manheim Services Corporation 
Booth 616 
See advertisement page 17 


National Auto Auction Association 
Booths 653 & 654 
See advertisement page 15 


Sand Mountain Auto Auction, Inc. 
See advertisement page 15 


Southern Auto Auction 
See advertisement page 15 


Vancouver Auto Auction 
See advertisement page 15 


AUTOMOBILE MANUFACTURERS 


American Honda Motor Company 
See advertisement page 10 


American Motors Corp. 
Booth P 


Chrysler Corporation 
Booth N 


Fiat Motors of North America, Inc. 
Booth T 
See advertisement page 75 


Ford Motor Company 
Booth X 


General Motors Company 
Booth C 
See advertisements page 24, 50, & 
“Fd 


Subaru of America, Inc. 
Booth J 


AUTOMOTIVE ACCESSORIES 


Also see Stereo Systems 


AC Spark Plug Division 
See advertisement page 24 


American Sunroof Corporation 
Booths 476-480 & 526-530 
See advertisement page 49 


ARA Manufacturing Company 
Booths 1053-1056 & 1103-1106 


Cars & Concepts 
Booth 1073 
See advertisement pages 6 #7 


Chalfont Industries 
Booth M 


Custom Auto Accessories 
Booth 500 


Custom Craft Automotive 
Booths 1407 & 1408 


McGard, Inc. 
Booth 1303 


Safelok 
Booth 1513 


Sky-Top Sunroofs, Ltd. 
Booths 266 & 316 


Spartan Plastics, Inc. 
Booth 358 
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Sun Roof Corporation 
Booth 1308 


Supra Products 
Booth 756 
See advertisement page 73 


Tempo Products 
Booth 1085 


Trim-Line 
Booths 1315 & 1316 
See advertisement pages 68 &) 69 
Zefflamb Industries, Inc. 
Booth U 


AUTOMOTIVE CONVERSIONS 
———— eee 


American Custom Coachworks 
Booth E 


American Sunroof Corporation 
Booths 476-480 & 526-530 
See advertisement page 49 


Cars & Concepts, Inc. 

Booth 1073 

See advertisement pages 6 &) 7 
Conversions by Gerring, Inc. 

Box Suite 401 

See advertisement page 108 
Custom Hardtops 

See advertisement page 74 
E & G Classics, Inc. 


Booths 997 & 998 
See advertisement page 73 


Hess & Eisenhardt Company, The 
Booths 1168 & 1218 


National Coach Corporation 
Booth W 
See advertisement pages 52 e) 53 


Roman’s Chariot Shop 
Booth 726 


Roman Wheels 
Booths 327-330 


Sharon Car Craft 
See advertisement page 70 


Sky-Top Sunroofs, Ltd. 
Booths 266 & 316 


Skytrends, Inc. 
Booth 868 


Standard Motors, Inc. 
Booths 268 & 318 


Starcraft RV 
Booth A 


Sun Roof Corporation 
Booth 1308 


Utilimaster Division-Holiday 
Rambler, Inc. 
Booths 219, 293, 341, 343 


Van Man Corporation 
Booth 768 
See advertisement page 3 


AUTOMOTIVE PROTECTIVE 
PRODUCTS 


After Market Associates 
Booths 413-415 


BAF Industries 
Booths 760 & 761 


AUTOMOTIVE TEST EQUIPMENT Hennessy Industries 


Booths 1400-1403 


Hunter Engineering Co. 
Booths 958-966 & 1008-1016 


Siemens Corporation 
Booths 360-362 & 410-412 
See advertisement page 35 


Allen Testproducts Division 
Booths 366-416 


AMMCO Tools, Inc. 
Booths 473-475 & 523-525 


Clayton Manufacturing Company 


Bodyguard Rustproofing Company Booth U 
Booth 977 Stewart-Warner Corporation 
Box Suite 427 Hamilton Test Systems, United Booths 1075-1078 & 1125-1128 


Technologies Corporation Sun Electric Corporation 


Binks Manufacturing Company 


Booths 912 & 913 


Chalfont Industries 
Booth M 


Consumer Protection Plan 
Booths 953-956 & 1003-1006 


Daubert Chemical Company —ECP 
Division 

Booth 730 

See advertisement page 62 


Mirror Bright Polish Company 
Booth 673 


Nationwide Ultraseal Inc. 


Booth 816 
See advertisement inside back 


cover 


Plastical Industries 

Booth 806 
Polyglycoat Corporation 

Booth 558 

See advertisement back cover 
Quaker State Oil Refining 


Corporation 
Booths 853-855 
See advertisement page 47 


Ridgeway Chemicals 
Booth 975 
See advertisement page 23 


Rusty Jones, Inc. 
Booths 858-908 
See advertisement page 34 


Booth S 


Booth O 


ELECTROSTATIC 
AIR CLEANER 


Automatically clears the air in your sho 
Dust — Smoke — Dirt — Paint Oeecraiay — Odors 
All removed with efficiency up to 99% 
Automatically increases your profits 
Saves energy Reduces rework Improves morale 
Saves Heat Reduces touchup Meets OSHA requirements 
Saves money Reduces cleanup Increases productivity 


a ELTRON 
€ ON 


ELTRON 
OFF 


Eltron is Seif 
Contained, It 


Tenpieteen Just Plugs In, 
See Superdome Box Suite 439 and Does Not 
See advertisement pages 28 & 29 Require Duct 

Work or Costly 

AUTOMOTIVE SECURITY Installations 

EQUIPMENT 


Custom Craft Automotive 
Enterprises Inc. 
Booths 1407 & 1408 
Daubert Chemical Co., ECP Div. 
Booth 730 
See advertisement page 62 
McGard, Inc. 
Booth 1303 
Nationwide Ultraseal Inc. 
Booth 816 


See advertisement inside back 
cover 
Safelok Systems, Inc. 


See advertisement page 73 


Your Air Will Be Clean and Recirculated 
No More Exhausting Your Heat and Money 


Call or Write Today for Money Saving 
Information or a Free Demonstration 


ELTRON MFG. INC. 


Booth 1513 Interstate Industrial Park 
Supra Products, Inc. Bellmawr, N.J. 08030 
Booth 756 : Phone: (609) 931-1200 
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CAR WASH, WAXING & 
POLISHING EQUIPMENT 


Bivens-Winchester Corporation 
Booth G 


Broadway Equipment Company 
Booths 762-764 & 812-814 


Car Care Corporation 
Booths 1213-1217 


Car Clean 
Booths 1412 & 1413 


Chalfont Industries 
Booth M 


Detroit Tool Custom Manufacturing 


Company 
Booths 559-561 & 609-611 
Hanna Industries, Lark Div. 


Booths 775-780 & 825-830 
See advertisement page 97 


IAS National Inc. 
Booths 976-978 


The Smith Company 
Booth 580 


Soft Brush Car Wash System Inc. 
Booths 860 & 861 


Tam Am 
See Box Suite 430 


Tammermatic Corporation 
Booth 800 


Waxing Corporation 
Booths 380 & 530 


Weben Industries 
Booth Z 


COATING APPLICATION 
EQUIPMENT 


Binks Manufacturing Co. 
Booths 912 & 913 


Chalfont Industries 
Booth M 


Detroit Autobody Equipment Inc. 
Booth 1182 


DeVilbiss Company 
Booths 1058-1061 & 1108-1111 


Lincoln St. Louis 
Booths 864 & 865, 9% & 915 


COMMUNICATIONS EQUIPMENT 


American Telephone & Telegraph 


See advertisement page 91 


Coreco Research Corporation 
Booth 1409 


Executone; Inc. 
Booth 766 


Phone Ware, Inc. 
Booth 1025 


Tele-Com Office Products 
Booth 561 


COMPUTER SERVICES 


ADP Dealer Services Inc. 
Booths 875-880 & 925-930 
See advertisement page 38 


Auto-Tell 
Booth 1000 
See advertisement page 89 


Balance Computer Corporation 
Booths 1205-1207 


Cars, Inc. 
Booth K 
See advertisement page 115 
Compucorp 
Booths 862 & 863 
Display Data Corporation 
Booth L 
See advertisement page 21 


International Computer Systems 
Booths 464 & 465 


Management Consulting Services, 
Inc. 
Booth 175 


Monroe, The Calculator Co. 
Booth 566 
See advertisement page 109 


Oakleaf & Associates 
Booths 1219 & 1220 
See advertisement page 11 


Reynolds & Reynolds 
Booths 658-666 & 710-716 
See advertisement page 94 


DEALERSHIP FACILITIES 


Energy Saving Products 
Booth 462 
See advertisement page 39 
Guardian Light Company 
Booth 1300 
Lighting Systems, Inc. 
Booth 280 
See advertisement page 44 


Palco International Corp. 
Booth 1302 


Perfection Products Company 
Booth 680 


Roberts-Gordon Appliance Corp. 
Booth 1320 


Spaulding Company, The J. H. 
Booth 423 


DEALERSHIP MANAGEMENT 
SERVICES 


Additions to Income, Inc. 
Booth M 


Automated Marketing System, Inc. 


Booths 275 & 276 


Automotive Service Consultants 
Booths 363-365 


Borawski, Orefice & Co. 
See advertisement page 65 


Joe Gandolfo & Associates 
Booth 1301 


Girard Productions 
See advertisement page 83 


Go, Inc. 
Booths 263-265 


KAP Associates 
See advertisement page 93 
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Key Royal Automotive Company 
Booths 460 & 461 


Kolnicki & Company 
Booth 1309 

Laser Ltd. 
Booth 1509 


Marcus, Bill-Parts Consultant 
Booth 656 


NAISA National Automotive 
Insurance Service Agency 
Booth 200 
See advertisement page 42 


National Automobile Dealers Assoc. 


Retirement Trust (NADART) 
Booth 600 
See advertisement page 113 


Norick Brothers, Inc. 
Booth 300 

Polk & Company, R. L. 
Booth 466 


Poorman-Douglas Corporation 
Booth 676 


Ryan & Associates, Inc., Pat 
Booths 313-315 


ELECTRONIC AIR CLEANERS 


Eltron Manufacturing Company 
Booth 655 
See advertisement page 79 
Tepco, Inc. 
Booths 625 & 626 


United Air Specialists, Inc. 
Booths 905 & 906 


FINANCE AND INSURANCE 


Acceleration Life Insurance Co. 
Booths 973-1023 


American Hardware Mutual 
Life Insurance Company 
Booth 765 
See advertisement page 33 


Associates Commercial 
See advertisement page 100 


Borawski, Orefice Inc. 
See advertisement page 65 


Consumer Protection Plan 
Booths 952-956, 1003-1006 


Ford Life 
Booth X 


Ford Motor Credit Co. 
Booth X 


Gamut Investments 
Booth 900 


Gandolfo, CLU & Associates, J 
Booth 1301 


General Motors Acceptance Corp. 


Booth B 
See advertisement page 9 


Heritage Life Insurance Compan 
Booth 273 


Lloyd Andersen & Co., Inc. 
Booths 1410 & 1411 
See advertisement page 67 


How you 
can profit 
from our 
experience 


© you know want the best? 


Integrity and quality. 


Nificant differences. 


First American Warranty Corporation 
3100 Broadway, Kansas City, Missouri 647m 


Please send compiete information on the 
First American Service Contract Program, 
including a factual comparative analysis. My 
service contract program Is administered by: 


Oldest and most experienced. Company Name 
Your Name 


Dealership Name 


First 
American 
Warranty 

Corporation 


Address 


City RE 


3100 Broadway, Kansas City, Missouri 64111 
Telephone 816-531-7668 


A subsidiary of 
First American Financial Corporation 


Maguire Insurance Agency, Inc. 
Booth 560 


Minnehoma Insurance Company 
Booths 758 & 808 
See advertisement page 27 


Motors Insurance Corporation 
Booth B 
See advertisement page 99 


National Automobile Dealers 
Insurance Trust and National 
Automotive Insurance Agency, Inc. 
Booth F 
See advertisement page 42 


National Automobile Dealers 
Retirement Trust 

Booth 600 

See advertisement page 67 


Pitcher & Doyle 
See advertisement page 13 


Universal Underwriters Insurance 
Company 
See advertisement inside front 
cover 


USLIFE Credit Life Insurance Co. 
Booth 278 


World Service Life Insurance Co. 
Booths 773 & 823 


FRAME STRAIGHTENING 
EQUIPMENT 


Applied Power Inc. 
Booths 677 & 678, 727 & 728 


Buske Industries, Inc. 
Booth 516 


Chief Industries, Inc. 
Booths 753-755 & 803-805 


Grabber Manufacturing Co. 
Booth 408 


Guy Chart Sales, Inc. 
Booth 180 


LIFTS 
Benwil Industries 

Booths 873 & 923 

See advertisement page 76 
Dresser Wayne, Globe Products 
Division 

Booth 400 


Grand, Inc. 
Booths 903 & 904 


Lincoln St. Louis 
Booths 864 & 865, 914 & 915 


Nike Hydraulics 
Booths 575-578 


Stewart-Warner Corp. 
Booths 1075-1078 & 1125-1128 


Western Manufacturing Company 
Booths 703 & 704 


LUBRICATION EQUIPMENT & 
INVENTORY CONTROL 
SYSTEMS 


ARO Corporation 
Booth 1123 
Gilbarco 
Booths 723-725 


Graco, Inc. 
Booth 1050 


Lincoln St. Louis 
Booths 864 & 865,914 &915 


Tipton Laboratories 
Booths 1113-1114 
See advertisement page 43 


MISCELLANEOUS 


Automotive Organizational Team 
Booth 463 


Chalfont Ind. 
Booth M 


Electric Auto Corporation 
Booths 1304-1307 


Encyclopedia Britannica 
Booth 1317 


F. W. & Associates 
Booth 373 


Handi Products 
Booth 815 


S. Klenosky Inc. 
Booth 856 


Louisville Manufacturing Company 
Booths 510 & 511 


Magazine Publisher’s Association 
Booth 610 
See advertisement page 117 


R. L. Polk & Company 
Booth 466 
RVIA 
See advertisement page 59 
Safelok Systems Inc. 
Booth 1513 
Supra 
Booth 756 
See advertisement page 73 


Telecheck Services Inc. 
Booth 1406 


Trader Tex 
Booth 810 


Tri-State Industries 
Booths 1200-1204 


Uniroyal Tire Company 
Booths 323-326 


MOTOR OIL & LUBRICANTS 


Kendall Refining Company 
Booths 910 & 911 


Krex Graphite Super Lubricants 
Booth 182 


See advertisement page 77 


Quaker State Refining Corporation 
Booths 853-855 
See advertisement page 47 


Stewart-Warner Corp. 
Booths 1075-1078 & 1125-1128 


Wynn Oil Co. 
Booth 1181 


OUTDOOR LIGHTING 


American Sign & Indicator 
Booth 508 
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ELSCO Lighting Products Inc. 
Booths 611 & 612 


Guardian Light Company 
Booth 1300 


Lighting Systems Inc. 
Booth 280 
See advertisement page 44 
Marquis Sign Company 
Booths 1500 & 1501 
J. H. Spaulding Company 
Booth 423 


PUBLICATIONS 


Automotive Age 
Booth 613 


Automotive Executive 
Booth F 


Automotive News 
Booth 458 


Encyclopedia Britannica 
Booth 1317 


Magazine Publishers Association 
Booth 610 
See advertisement page 117 
Money Magazine 
See advertisement page 107 
National Auto Dealers Used Car 
Guide 
Booth F 
National Auto Research Publications 
Booth 627 
National Market Reports 
Booth 277 


Ward’s Communications Inc. 
Booth 1218 


RECONDITIONING PRODUCTs 
aoectnctinctinbnnstciacanbcicietntwnin 


BAF Industries 
Booths 760 & 761 


Chalfont Industries 
Booth M 


Ridgeway Chemicals 
Booth 975 
See advertisement page 23 


Smith Company, The 
Booth 580 


RECREATIONAL VEHICLES 


Bivouac 
See advertisement page 46 


Conversions by Gerring 
Superdome Box Suite 401 
See advertisement page 108 

Higgins—Delta Corp. 

Booths 1504-1508 
Superdome Box Suite 402 


National Coach Corporation 
Booth W 
See advertisement pages 52 @) 53 


Roman’s Chariot Shop 
Booth 726 


Roman Wheels 
Booths 327-330 


RVIA 
See advertisement page 59 


Starcraft RV 
Booth A 
Superdome Box Suite 433 


Tra-Tech Corporation 
Booths 512-515 
Utilimaster Div., Holiday Rambler 
Corp. 
Booth AA 
Van Man Corporation 


Booth 100 
See advertisement page 3 


SERVICE CONTRACTS 


Acceleration Life Insurance 


Company 
Booths 973 & 1023 


American Warranty Corporation 
Booth Y 
See advertisement page 111 


Consumer Protection Plan 
Booths 953-956 & 1003-1006 


First American Company 
See advertisement page 81 


Gamut Investments 
Booth 900 

North American Dealer Group, Inc. 
Booths 375-378 & 425-428 


World Service Life Insurance 
Company 
Booths 773 & 823 


SERVICE TOOLS & EQUIPMENT 


Allen Testproducts Division 
Booths 366 & 416 


AMMCO Tools, Inc. 
Booths 473-475 & 523-525 


Applied Power, Inc. 
Booths 677-678 & 727-728 


Auto Dynamics 
Booths 1321 & 1322 

Bend O Matic Service Company 
Booths 1404 & 1405 


Binks Manufacturing Company 
Booths 912 & 913 


Cee Gee, Inc. 
Booths 1062 & 1063 
See advertisement page 83 


Clayton Manufacturing Company 
Booth V 


Detroit Tool Custom Manufacturing 


Booths 866 & 916 


DeVilbiss Company 
Booths 1058-1061 & 1108 & 1111 


Dresser-Wayne, Globe Products 
Div. 
Booth 400 
Fast Start Inc. 
Booth 1221 
Grabber Manufacturing Company 
Booth 408 


Grand, Inc. 
Booths 903 & 904 


Guy Chart Sales Inc. 
Booth 180 


Hamilton Test Systems 
Booth S 


Hennessy Industries, Inc. 
Booths 1400-1403 


Hunter Engineering Company 
Booths 958-966 & 1008-1016 
ITEL 
See advertisement page 51 
Kent-Moore Tool Division 
Booth 160 
Lincoln St. Louis 
Booths 864 & 865,914 & 915 


Magnum Automotive Equipment, 
Inc. 
Booth 811 


Neway Manufacturing Inc. 
Booth 1064 


Plastical Industries 
Booth 806 


Radiator Aid, Inc. 
Booth 1319 


Siemens Corporation 
Booths 360-362 & 410-412 
See advertisement page 35 


Stewart-Warner Corporation 
Booths 1075-1078 


Sun Electric Corporation 
Booth O 


Tennant Company 
Booths 628-630 


Western Manufacturing Company 
Booths 703 & 704 


SOUND SYSTEMS 


ARA Manufacturing Company 
Booths 1053-1056 & 1103-1106 


Audiovox Corporation 
Booth I 
See advertisement page 32 
Clarion Corporation of America 
Booths 1510-1511 


Custom Auto Accessories Company 


Booth 500 


Delco Electronics Division 
Booth D 
See advertisement page 50 
Motorola Automotive Products 
Suite 420 


Panasonic Auto Audio 
Booth R 


RCA Distributor & Special Products 


Division 

Booths 1311 & 1312A, 1313 & 
1314 

See advertisement page 41 


TOWING EQUIPMENT 


Dover Corporation, Ernest Holmes 
Division 

Booths 258-262 & 308-312 

See advertisement pages 60 & 61 


look 


from the 
Safety 
angle... 


Our CEE-GEE 

Gas Buggy 

is FM approved 
and meets all 
OSHA requirements 


CEE-GEE Incorporated 


P.O. Box 138, Diaz, Arkansas 72043 
Phone (501) 523-3815 


TO PASS UP A SALE — 
DON’T READ ANY FURTHER 


“AN EXPERIENCE WITH 
JOE GIRARD” 


Six (6) cassette tapes which capture the 
World's Greatest Salesman at his very 
best. 

Joe candidly relays the techniques that 
made him successful and how these same 
ideas & motives can help you sell better. 


If you are serious about the selling profes- 
sion, this dynamic presentation is a must 
for you. 

You can gain experience from the World’s 
Greatest Salesman for only $75.00, which 
includes postage and handling. 

Send check or money order to: 


GIRARD PRODUCTIONS 
BOX 358 
EAST DETROIT, MICH. 48021 
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SUPERDOME BOX SUIT ES 


Advision Inc. 
Suite 405 


American Sunroof Corporation 
Suite 455 
Also See Booth 476-480 & 526-530 
See advertisement page 49 


Audiovox Corporation 
Suite 431 
Also See Booth I 
See advertisement page 32 


Benton & Bowles 
Suite 416 


Bodyguard Rustproofing Co. 
Suite 427 


Cars, Inc. 
Suite 448 
Also See Booth K 
See advertisement page 115 


Consumer Protection Plan 
Suite 428 
Also See Booth 953-956 & 
1003-1006 


Conversions by Gerring 
Suite 401 
See advertisement page 108 


Davis, Newman, Payne Advertising 
Suite 409 


Delco Electronics Division 

Suite 456 

Also See Booth D 

See advertisement page 50 
Display Data Systems 

Suite 435 

Also See Booth L 

See advertisement page 21 
Electric Auto Corporation 

Suite 418 

Also See Booth 1304-1307 


Genway Corporation 
Suite 460 


Higgins-Delta Corporation 
Suite 402 


Also See Booth 1504-1508 


Johnson’s Fender Rack & Accessories 
Suite 437 


Lloyd Anderson & Company, Inc. 
Suite 464 
Also See Booths 1410 & 1411 
See advertisement page 11 


Midas International Corp. 
Suite 450 


Model A & Model T Motor Car 
Reproductions 
Suite 403 


Motorola, Inc. 
Suite 420 
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North American Dealet Group 
Suite 434 sf ( 
Also See Booths 375-378 
425-428 


R. L. Polk & Company 
Suite 447 
Also See Booth 466 


Polyglycoat Corporation 
Suites 441-444 
Also See Booth 558 


: ovel 
See advertisement back © 


: : ations 
Progressive Communicatio® 
Suite 404 


Starcraft RV 
Suite 433 
Also See Booth A 


Tam Am Inc. 
Suite 430 


Tough-Sheen Teflon, Inc: 
Suite 439 98 a) 
See advertisement page 


Tuff Kote Dinol 
Suite 462 


Winnebago 
Suite 463 


C 
World Service Life Insuran® 
Suite 413 323 
Also See Booths 773 & 
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Ans 


Who’s Who” 


= 


The dedicated men who 
serve as officers and 
directors of the National 
Automobile Dealers 
Association—and the 
director of the American 
Truck Dealers 
Division—are the guiding 
force in fulfilling NADA’s 
commitment to its 
members. 


President | 

William C. Doenges © 
Bartlesville Ford, Inc. 
Box Z & 

Bartlesville, OK 74003 j 


First Vice President-Elect 
Wendell H. Miller 

Miller Motor Car Corp. 
(Dodge-Honda-Linc.-Merc.} 
4455 Vestal Parkway 
Binghamton, NY 13903 


Secretary 

Allan R. Rhodes 
Allan Rhodes, Inc. 
(Ford-Honda} 

937 Jefferson St. 
Paducah, KY 42001 


Frank E. McCarthy 
Executive Vice President 
National Automobile Dealers 
Association 
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President-Elect 

George S. Irvin 

George Irvin Chevrolet 
390 S. Colorado Blvd. 
Denver, CO 80222 


Treasurer 

George W. Lyles 

Lyles Chevrolet Co. 
(Rolls Royce) 

1800 N. Main St. 
High Point, NC 27762 


Secretary-Elect 

Frank C. Davis, Jr. 
Frank Davis Buick, Inc. 
(Opel) 

Box 5128 

Nashville, TN 37206 


: 


‘\ 


‘ 


REGION I 


DIRECTORS 


Vice President 
Joseph A. Barry 

Barry Pontiac-Buick, Inc. 
(Volvo-Datsun) 

166 Connell Hwy. 
Newport, RI 02840 


Vice President-Elect 
Leslie M. Emerson 
Louis Chevrolet 

675 Main St. 
Lewiston, ME 04240 


Wagner 


Herrmann 


Connecticut. Richard D. Wagner, 
Wagner Ford-Peugeot Sales, Inc., 
1285 Hopmeadow St., Simsbury, CT 
06070 
Delaware. Anthony Ursomarso, 
Union Park Pontiac, Inc., P.O. Box 
2508, Wilmington, DE 19806 
Maine. Leslie M. Emerson, (see 
REGION I, Vice President-Elect) 
Massachusetts. (Special election 
being held to elect new Director. 
Name unknown at press time.) 
New Hampshire. David A. Banks, 
Banks Chevrolet & Cadillac, Inc., 


Ursomarso 


f a’ f i- Bs oe 
Sutliff Haldeman 


137 Manchester St., Box 473, 
Concord, NH 03301 

New Jersey. Robert M. Burd, Warren 
Volkswagen, Inc. (Audi), E. 
Washington Avenue, Washington, NJ 
07882 

New York (State). Wendell H. Miller, 
(see OFFICERS, First Vice President- 
Elect) 

Metropolitan New York. Mark S. 
Herrmann, Mark Buick Corp. 

(Opel), 291 Tuckahoe Rd., Yonkers, 
NY 10710 

Eastern Pennsylvania. Gregory 


Yandow 


Sutliff, Sutliff Chevrolet (Colt), P.O, 
Box 1307, Harrisburg, PA 17105 
Western Pennsylvania. John H. 
Haldeman, Forest Hills Motor Co.., 
(Ford), 2300 Ardmore Blvd., 
Pittsburgh, PA 15221 

Rhode Island. Joseph A. Barry, (see 
REGION I, Vice President) 
Vermont. Donald R. Yandow, 
Yandow Motor Co., Inc. (Pontiac), 
432 Flynn Ave., Burlington, VT 
05401 
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REGION II 


88 


Thomas 


England Bryson 


Alabama. John D. Thomas, /ohn 
Thomas Ford, Inc., 205 Broad 
St., Gadsden, AL 35902 
Arkansas. Henry F. Trotter, Jr., 
Trotter Ford, Inc., P.O. Box 5200, 
Pine Bluff, AR 71601 

District of Columbia. W. Lee 
Koetzle, Anacostia Chrysler- 
Plymouth, Inc., 1708 Good Hope 
Road, SE, Washington, DC 20020 
Florida. Donald E. Schulstad, 
Schulstad Motors (AMC-Renault), 
700 N. Dale Mabry Ave., Tampa, FL 
33609 

Georgia. Heyward Allen, Sr. 
Heyward Allen Motor Co., Inc. 
(Cadillac-Oldsmobile-Datsun), 2590 
Atlanta Hwy., Athens, GA 30605 


DIRECTORS 


Schulstad 


Curry Gunn 


Kentucky. Allan R. Rhodes, (see 
OFFICERS, Secretary) 

Louisiana. Bertrand A. Feiber, 

(see REGION II, Vice President) 
Maryland. Vincent Sheehy, Sheehy 
Ford, Inc., 5000 Auth Rd., Marlow 
Heights, MD 20023 

Mississippi. Frank England, Jr. 
England Motor Co. (Ford-Mercedes 
Benz-Honda-Volvo), Box 1275, Hwy. 
82E, Greenville, MS 38701 

North Carolina. George W. Lyles, 
(see OFFICERS, Treasurer) 
Oklahoma. William C. Doenges, (see 
OFFICERS, President) 

South Carolina. B.B. Bryson, Bryson 
Chevrolet-Oldsmobile, Inc. (Scout), 
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Vice President 

Bertrand A. Feiber 
Boutwell-Feiber Chevrolet- 
Buick, Inc. 

200 Austin St. 

Bogalusa, LA 70427 


Allen 


Turnbul] 


P.O. Box 63, Gaffney, SC 29394 
Tennessee. Frank C. Davis, Jr, (gee 
OFFICERS, Secretary-Elect) 

North Texas. William C. Curry gyi) 
Curry Buick Co., Inc., 1330 W. 
Airport Freeway, Irving, TX 75969 
South Texas. C.C. “Pop”’ Gunn 
Gunn Oldsmobile, P.O. Box 17189 
San Antonio, TX 78217 

Virginia. H.E. Derrick, Jr., Lexington 
Motor Sales (Cadillac-Pontiae. ~ 
AMC-Jeep-GMC Truck), 612 B 
Nelson St., Lexington, VA 24459 
West Virginia. William C. Turppyi) 
R.F. Steiner Co. (Buick-GMC-fyW ce} 
2221 Fifth Ave., Huntington, wy 
25703 


When you choose an ATS Dealer Communications terminal, we include F&l as standard equipment. 


you need to decide which Dealer Communications 
lerminal to plug into, our 2-for-almost-the-price-of- 1 
offer could be the convincer. Auto Tell and only Auto 
fell gives you full F&l_and forms printing capability as 
part of the DCS package. | 
This means you get two vital systems at a price 

somparable to DCS a/one from other sources. Your 
savings could be as much 
as $9,000. 


off all those F&I forms and Paperwork with computer 


speed and accuracy. 


You can extend the usefulness of this proven ICL 
1501 system by adding on functions like Accounting, 
Payroll, Parts Inventory Control, and Sales/Service 


Follow-Up 


If you're in our marketing area (East of the Missis- 


V——_—_—_———— i ——— 


Since Factory Com- 
munications typically take 
ess than an hour a day, 
you can use our double- 
duty hardware to turn F&l 
ntoa profit center. You 
can make each deal a little 
sweeter while you polish 


| 
| 
| 
| 
| 
| 


Auto Tell Services, Inc. 

771 East Lancaster Avenue 
Villanova, Pa. 19085 

800-523-5103 (In PA 800-362-5538) 


als 


2 for 1° sounds like a good deal 
J] Have someone call me with more information 
_] Send me more information 


Dealership 


Name & Position 


Address PT I er a ae 
City _State ZIP 


Telephone 


Sippi), we back you with 
seasoned customer repre- 
sentatives. They all have 
dealer/factory back- 
grounds and know your 
needs. 

Call today or send 
the coupon to find out 
how much more you get 
from Auto Tell 


Come see us at 
NADA Booth #1000. 


REGION III | 


Kilborn 


if 
McDougall 
Illinois. John A. Kilborn, Kilborn 
Motors, Inc. (Dodge-Chrysler-Dodge 
Trucks), 201-274 W. Wood St., 
Decatur, IL 62525 
Metropolitan Chicago. James P. 
Jennings, Jennings Chevrolet, Inc., 
241 Waukegon Rd., Glenview, IL 
60025 
Indiana. J.E. O’Daniel, O’Daniel- 
Ranes Oldsmobile, Inc., 121 S.E. 
Fifth St., Evansville, IN 46204 
Iowa. Marvin D. Hartwig, (see 
REGION III, Vice President) 
Kansas. Dan Zeck, Zeck Motor Co., 
Inc. (Dodge), P.O. Box 469, 
Leavenworth, KS 66048 
Michigan. Victor E. George, Victor 


Bielfield 


DIRECTORS 


Christensen 


=7 


Barrett Qua Billion 


George Oldsmobile, Inc., G-5050 S. 
Saginaw St., Flint, MI 48507 
Metropolitan Detroit. Jerry M. 
Bielfield, Jerry Bielfield Co. (Ford), 
8333 Michigan, Detroit, MI 48210 
Minnesota. Howard J. Christensen, 
Motor Inn Co. |Cadillac-Buick- 
Oldsmobile-Pontiac-Honda), 2114 E. 
Main St., Albert Lea, MN 56007 
Missouri. Neil D. McKay, McKay 
Buick, Inc., 905 Stadium Blvd., 
Jefferson City, MO 65101 
Nebraska. Bernard M. O’Daniel, 
O’Daniel Olds, Inc. (Honda), 7801 
Dodge St., Omaha, NE 68114 
North Dakota. Donald McDougall, 
McDougall Chevrolet, Inc. 
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Vice President 

Marvin D. Hartwig 

Marv Hartwig, Inc. 
(Lincoln-Mercury, Datsun) 
391 Highland Ave. 

P.O. Box 1906 

Iowa City, IA 52244 


O’Daniel 


FRA 


Thorstad ; 
(Buick-Oldsmobile), Highway } 
South, Oakes, ND 58474 

Ohio. Richard M. Barrett, Barres; 
Cadillac, Inc., 907 Wick Ave. 
Youngstown, OH 44505 
Metropolitan Cleveland. Stephen 
Qua, Qua Buick, Inc. (Rolls 
Royce-Mazda-Fiat-Lancia), 10259 
Shaker Blvd., Cleveland, OH 44101 
South Dakota. Henry A. Billion 
Billion Motors (Oldsmobile- —_~ 
Plymouth-Chrysler-Toyota-Dateu» 
3401 W. 41st St., Sioux Falls, 

SD 57106 

Wisconsin. C.J. Thorstad, Thors) 3 
Chevrolet, Inc., 1702 S. Park §¢ 
Madison, WI 53713 j 


™ 


vw 


Fine-tuning your 


dealership for the’80s. 


Entering the ’80s as an auto dealer calls for peak performance. 

You have to be as astute at moving information as you are at moving cars. Speed 
and accuracy demand that you deal directly with computers—at the factory, at your service 
bureau and parts center. 

Knowing this, the Bell System made industry-wide studies of auto dealers’ 
information management needs and applied its knowledge to developing cost-effective 
communications solutions. 

One outstanding result is the Teleprinter 1000. 

This is an advanced data communications terminal specifically designed to meet 
virtually every need of the auto dealer. On new car orders, it catches errors, trims paperwork, 
supplies confirmations and status reports on the spot. On warranty claims, it validates input, 
speeds reimbursements. On parts orders, it helps reduce delivery times and inventory. 

It checks and lets you edit data before sending it, can receive answers while you 
prepare messages, can even send and receive batches of information after hours unattended 
It’s also self-diagnosing. 

Most important, it’s backed by Bell’s superb local service. 

The Teleprinter 1000 is one of the first business applications of magnetic bubble 
memories and illustrates how our vast resources of knowledge can be turned to business 
solutions. 


‘ 


A call to your Bell Account Executive can put our knowledge to work for you. 


The knowledge business 


REGION IV 


Crawford 


2 re 
- 


a 
\ 
¢ 

WA 


Galles 


Pozzi 


Arizona. A.M. Crawford, Jr., Gila 
County Motors, Inc. (Volkswagen), 
751 N. Broad St., Globe, AZ 85501 
Northern California. James B. 
Woulfe, Shamrock Ford, 7499 
Dublin Blvd., Dublin, CA 94566 
Southern California. William J. 
Symes, (see REGION IV, Vice 
President) 

Colorado. George S. Irvin, (see 
OFFICERS, President-Elect) 
Hawaii. D.W. Rose, Hilo Motors 
(ALL GM lines), 1177 Kilauea Ave., 
Hilo, HI 96720 


Woulfe 


DIRECTORS 


Knox 


Hayes 


Idaho. Robert L. Rice, Bob Rice Ford, 
Inc., P.O. Box 1717, Boise, ID 83701 
Montana. George J. Urbanec, 
Urbanec Motors, Inc. (Ford- 
Linc.-Merc.), P.O. Box 1349, 
Glendive, MT 59330 

Nevada. Archie Pozzi, Jr., Pozzi 
Motor Co. (Ford-Mercury), 3660 S. 
Carson St., Carson City, NV 89701 
New Mexico. H. Lee Galles, Galles 
Oldsmobile/Cadillac Co., 1601 
Central Ave., N.E., P.O. Box 2044, 
Albuquerque, NM 87103 

Oregon. Frank B. Knox, Gibson 
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Vice President 
William J. Symes, 
Symes Cadillac, Inc., 
3475 E. Colorado Blvd., 
Pasadena, CA 91107 


Urbanec 


Mallon 


Hammer 


Motor Co. (Ford-Mercury), 333 fyy 
St., Junction City, OR 97448 
Utah. Jerry Hayes, Hayes Bros. 
(Buick-Opel-Jeep), 2280 S. State 
Salt Lake City, UT 84115 
Washington & Alaska. Robert p. 
Mallon, Mallon Motors, Inc. 
(Ford), 6201 S. Tacoma Way, 
Tacoma, WA 98409 

Wyoming. Richard Hammer, Eg 
Hammer, Inc. (Chevrolet- 
Oldsmobile), 107 E. Alger, 
Sheridan, WY 82801 


DIRECTORS-ELECT 


Kizzier 


Florida. Dennis C. McNamara, 
McNamara Pontiac, Inc. (GMC), 
P.O. Box 3269, Orlando, FL 
32802 ' 

Missouri. (At press time, 


special election was being held. ) 
Montana. Robert H. Oakland, City 
Motor Co., Inc. (Chevrolet), 

P.O. Box 6727, Great Falls, 

MT 59406 


Nebraska. Richard G. Kizzier, 
Kizzier Chevrolet Co., Inc. 
(BMW), Box 38-W. Hwy 30 
Kearney, NE 68847 

New Mexico. Jack T. Price, 
University Volkswagen, Inc., 
1213 University Blvd., 
Albuquerque, NM 87102 


AMERICAN TRUCK DEALERS 
DIVISION 


Eee 4 
ATD Director 
Paul Cole, Jr. 
Cole Motor Co. 
(International Harvester-GMC) 
P.O. Box 1298 
Bluefield, WV 24701 


Pies 


ATD Director-Elect 
Gordon T. Egan 
Connell Motor Trucks 
(Peterbilt) 

P.O. Box 8467 
Stockton, CA 95208 


Dealership 
Personnel 

Consulting 
Service 


© General Managers 

© General Sale Managers 

© New Car Managers 

© Used Car Managers 

© Fleet and Lease Managers 

© F & I Managers 

© Comptrollers 

® Service Managers 

@ Parts Managers 

© Body Shop Managers 

© Motor Home Sales and 
Service Managers 

@ Sales People — experienced 

or new 


These people have been 
pre-qualified and 
thoroughly screened from 
many applications. Only the 
best will be sent to you for 
your approval. 


Why waste valuable time 
interviewing 20 or more 
applications when one to 
three will produce the right 
person for you? 


YOU SAVE 
TIME AND MONEY — 
@ No advertising 

@ Fewer interviews 

© No investigation 

@ No “floaters” 

e Total confidentiality 


KAP 


Associates 


5777 East Evans Avenue 
Suite 102 

Denver, CO 80222 
(AC 303) 758-6141 
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Over 1400 dealers 
dont need to read this ad. 


They already know why 
were the number] supplier 
of in-house Computers. 


They know that Reynolds+Reynolds undisputed e Anationwide service and support networy 


leadership is the result of: ° Profit-producing computerization for ever, 
* Market-proven systems developed from more department in your dealership. 
than 50 years experience. It all adds up to Reynolds+Reynolds being, ». 
e The most modern, reliable in-house Computer leader in total number of in-house COMP\aze,. 
on the market. sold to automotive dealerships. 
See us at our NADA booth 


and ask about our show special. 


the systems people é 


iss Reynold S + [2 eynol e cape ot ae 


ee a ns siete 


Thomas A. Murphy 
Chairman of the Board, 
General Motors Corp. 


s the turbulent 1970s draw to a close, the 
United States’ economy remains fundamen- 
tally strong despite the continuing problems of 
tion and some current signs of sluggishness. 
ith the exception of housing and automobiles, 
ere have been few signs of weakening in the general 
enomy, housing has been impacted by rapidly ris- 
‘interest rates, which now appear to be moderat- 
i and automobiles and light-duty trucks by con- 
m about the availability and cost of gasoline. Bar- 
sirther adverse developments in the Middle East 
ming continued responsible price action by 
OPEC countries, automobile sales should 
silize in 1980 and strengthen as the year progress- 


"he decade of the 1970s was tumultuous for the 
mobile industry and the year 1979, in particular, 
extremes. In the first quarter, deliveries were at 
ear-record annual rate of 16.0 million cars and 
ke with full-size cars and light-duty trucks in 
at demand, and sales of smaller vehicles lagging. 
ysequently, concern over gasoline lines on both 
ssts resulted in a rapid shift in vehicle buying pat- 
Sales of light-duty trucks for personal use 
sed sharply and an escalating trend toward 
Neer more fuel-efficient passenger cars outpaced 
ir justry’s ability to adjust productive capacity, 
siting in a drop in the level of sales. ta) 
_ Ssles in the second and third quarters were signif- 
sist affected by these factors, although improving 
fuel supplies and industry-wide promotional cam- 


an (See GM Pg. 98) 


we 


How Two Factories 
View The Industry 


Spokesmen from Ford and General Motors review the 
past year and offer predictions of what the auto 
industry can expect in 1980 and beyond. 


pp 
Philip Caldwell 
President, 

Ford Motor Co. 


year of mixed results. With a volume of 10.6 

million cars and 3.5 million trucks, it was the 
fourth best sales year in the history of the U.S. 
market. These results were not achieved at a steady 
pace, however. Toward the end of the year, weaken- 
ing demand and rising concern over the price and 
availability of gasoline hurt domestic sales, profits 
and employees. 

In the first quarter of the year, sales were running 
at a near-record annual rate of 11.5 million cars and 4 
million trucks, with large cars selling particularly 
well. Beginning in the second quarter, however, de- 
mand began to soften as real GNP growth slowed and 
consumer confidence fell off. Compounding this 
trend was the halt of oil production in Iran last 
winter. As worldwide supply suddenly diminished, 
prices rose sharply and gasoline lines appeared 
around the United States. Sales of larger cars fell, 
while those of small cars rose. The increase in small]. 
car sales did not offset the decline in large-car sales. 

It is instructive to note that in Europe, where 
most countries do not have U.S.-style gasoline price 
controls and allocations, the Iranian oil cutoff had 
nowhere near so dramatic an impact; the level and 
mix of automotive sales were much less affected by 
this year’s energy developments. 

As for the coming year, uncertainties on the in- 
ternational scene and questions concerning the 
economy make a precise forecast imprudent. 
Industry-wide sales in the United States are likely to 


= or U.S. automotive manufacturers, 1979 was a 


(See FORD Pg. 103) 
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The Price of Gold is Soaring... 


...8O Is the Price of a Prospect! 


That’s why dealers can’t afford not to take care of their prospects. With decreased 
floor traffic and increased merchandising costs, every dealer is paying more per 
prospect. 


NADA Sales Trak is a sales management system which focuses the efforts of your 
entire sales team on the follow-up required to convert your prospects into customers, 
With Sales Trak your people take an uncomplicated professional approach to han- 
dling some of your most important assets, your prospects. 


To hear how a Sales Trak professional from NADA can work with your people, in 
your dealership to improve your sales and gross performance, call or write us. 


NADA Sales Trak 


8400 Westpark Drive 
McLean, VA 22102 
Phone: (703) 821-7222 


BOULWARE H. JAMESON, INC. 


Hanna Car Wash 
Equipment Company 


Betty Anne Mills 
P. 0. Box 3736 
Portland OR 97208 


Dear Betty : 


John E. Jameson Says: 


You don't have to be big in the automobile business to make the Hanna 
Car Wash fly. We sell less than 300 new units a year and yet one of 
our happiest (and smartest) moments was the day we tore out the wash 
rack and put in the Hanna. 


Our Hanna Car Wash does all of our internal car washing and, in 
addition, stands on its own two feet as a retail operation. 


=a | SH al 
ur Xan | 


oo ye! Tur =aror' 


AY 


‘OU 


Please send a free, ‘‘no-obligation” car wash analysis for my 
dealership and information on Hanna’s car wash systems 


HANNA CAR WASH 
EQUIPMENT CO. 


P.O. Box 3736, Portland, Oregon 97208 


Toll Free 1-800-547-7911 


DEALERSHIP PHONE 


NAME 


ADDRESS _ 


CITY — STATE ZIP 


(GM From Pg. 95) 


paigns stimulated sales somewhat. Vehicle deliveries 
in recent weeks have again not measured up to expec- 
tations or to the sales potential. The annual rate in 
November was about 12.5 million units—near the 
lowest level since late 1975. 

Consequently, new vehicle sales for the full year 
are now projected to total about 14.1 million units— 
10.6 million passenger cars and 3.5 million trucks— 
off about 8 percent from the 1978 record but still the 
fourth best sales year in history. 

Looking ahead, after nearly five years of continu- 
ous expansion in the economy, there is little evidence 
of economic imbalances which have developed in 
past expansions. The absence of such traditional 
economic imbalances as excesses in inventory ac- 
cumulation or capital spending suggests the likeli- 
hood of a relatively mild economic correction. A re- 
turn to a more normal growth pattern by the latter 
half of 1980 implies that the year will close on a path 
of renewed strength for both the economy and the 
auto industry. 

Vehicle sales are expected to regain momentum 
from the current level as the year progresses, imply- 
ing a sales pattern in 1980 that would be the reverse of 
1979. Deliveries for the year as a whole could approx- 
imate the 1979 total, with the selling rate in the latter 
part of the year at substantially higher levels. This 


“We at GM are confident in the 
underlying strength of the U.S. 
economy as we enter the decade of the 
1980s.” 


assumes, of course, the avoidance of gasoline availa- 
bility problems. 

The inventory picture is one of the key factors un- 
derlying the fundamental soundness of the U.S. 
economy. As a result of prolonged warnings regarding 
an economic slowdown and record levels for short- 
term interest rates, businesses have been maintain- 
ing careful control over inventories. This compara- 
tively favorable inventory situation is particularly 
significant since two-thirds of the average reduction 
in real GNP during the past five recessions has re- 
sulted from excessive inventory accumulation and 
subsequent adjustments to bring stocks into align- 
ment with sales. 

Also, the continuing expansion in the world 
economy should act as a sustaining force for the U.S. 
economy. In contrast with the cessation of growth 
that occurred in the global economy in the earlier 
period, all of the principal regions of the world 
economy, outside North America, are expected to 
expand further in 1980, albeit at a moderating rate. 

Even though the persistent upward spiral in food 
and energy prices suggests that progress in slowing 
inflation will not be dramatic, prospects for gradual 
improvement are favorable. The 1980 OPEC price in- 
crease is expected to be significantly below the 70 
percent increase experienced thus farin 1979, assum- 
ing no severe cutbacks in production occur. 

Moreover, with a continuation of the Federal Re- 
serve’s current policy course and of the Adminis- 
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tration’s dedication to fiscal responsibility, it sh 

be possible to bring the rate of increase in the 
sumer price index into the single digit range by th 
end of 1980. 

While the recent decisive actions taken 
Federal Reserve to slow inflation will hold near-ter 
economic growth below earlier expectations, there» 
also reason to believe that business activity wi]] 
be severely curtailed. The recent sharp jump in inte 
est rates will restrain residential construction a= 
capital spending, but the cutbacks should be mode 
ate in contrast with the precipitous fall-off in & 
mid-1970s. 

To some extent, housing starts will be cushions 
by recent innovations that have made it easier for <a» . 
ings institutions to compete for funds in periods « 
high interest rates. Furthermore, there is a g¢ 
demographic foundation, as demonstrated by the = 
nual formation of 1.7 to 1.8 million householé 
which is 10 percent above what it was only five 
ago. 

Moreover, in view of the fact that caution 
characterized investment spending during the ew 
rent expansion, and with spending expected to 
main comparatively strong in the energy-re 
aerospace, communications and automotive j 
tries, any 1980 fall-off should be mild in com 
with the 12 percent drop that occurred in 1975. 

Against this background, with employm 
near-record levels, real disposable income sho 
main sufficiently strong to prevent a sharp eros} 
consumer spending. Income is expected to 
roughly on a plateau in the first half of 1989 
increase somewhat during the second half. ¢ 
sumer spending is also expected to be suppo 
the year ahead by favorable demographic condj 
a modest increase in employment and strong 
hold balance sheets. 

While the savings rate is likely to rise from jes 
cent lows during 1980 and the rate of credit ex ; 
will slow, there is little evidence that consumers 
seriously overburdened. Consumer debts are }) 
but, after adjustment is made for structural ch 
such as the increasing proportion of families that ow 
their own homes, repayment burdens are in line we 
historical experience. This view is reinforced by 
comparatively low delinquency rates on debt reps’ 
ments. 

We at GM are confident in the underly) 
strength of the U.S. economy as we enter the q 
of the 1980s. We also believe that the strong sales rer 
orded in 1978 and early 1979 are indicative of both 
long-term demand for personal transportation 
the degree of acceptance accorded the new prog 
being introduced by the automotive industry, Jy 
regard, our programs to develop increasingly moe 
fuel-efficient, safer and cleaner vehicles continye » 
abated. 

A breakthrough in electric battery technolo 
nounced by GM in September is only one of the 
velopments that hold promise for the future jp, 
efforts to improve the utilization of petroleum 
sources. Worldwide capital expenditures necegsan 
build these new products, modernize Plants » 
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GM DEALERS: 


Today, more than ever, the right mechanical 

protection plan can help you turn your used car 

jot into a lot more. 

The key is. of course, selling more used vehicles at 

higher grosses while generating customer satis- 

faction. The right repair protection plan can help 

you achieve this. 

THE USED CAR WORKS from MIC, the Insurance 

People from General Motors, is one of the best 

values in the industry, for both GM dealers and 

their customers. 

There are many reasons why MIC’s USED CAR 

WORKS is the right plan for you. 

« THE USED CAR WORKS provides the broadest 
coverages available at a competitive cost. 

+ THE USED CAR WORKS offers an outstanding 


service record: fast claims approval and prompt pay- 


ment, a minimum of red tape and professional sales 


promotion assistance from over 100 field offices. 


* THE USED CAR WORKS backed by the resources 


of MIC,—the Insurance People from General Motors 
—provides dealers with a proven, financially sound 
plan. 


Join the GM dealers who are turning their used 
car lots into a lot more by selling THE USED CAR 
WORKS. 

With Motors Insurance Corporation, the Insurance 
People from General Motors, behind you, you'll 

find the used car sales challenge easier and more 
profitable. THE USED CAR WORKS is just wait- 

ing to work for you and your customers. 


insurance 


The Insurance People from General Motors 


FROM ST. JO TO SACRAMENTO IN 10 DAYS FLAT! 
The Pony Express used horsepower and man- 

power to move a continent and bind together a nation. 
Pony Express riders were the first of the breed. 

Dependable. Resourceful. Men of vision and daring 

who had the spirit to pioneer the future. And when 

their day was done, they handed that future to 

the NEW PIONEERS. 

Today their spirit is still moving America’s trucking 

industry. From the East Coast to the West. Through 

storm, darkness and adversity, From bustling cities to the 

smallest village and hamlet. Where there are no water 

ways. No railways. No airways. Delivering the materials. 

Combining ingenuity and modern technology to move 

the nation ever onward and upward. 
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Trucking isthe heartbeat, the very life's hy 


American commerce, providing the horse . 
Stamina to get the job done. ; 
The American trucking industry. The Ney: 


PIONEERS keeping the spirit alive. Moving OUr jjyec 
Our country toward a brighter, better tomomTOw, 


Transportation Group 
55 E. Monroe Street 
Chicago, Illinois 60603 
<n (312) 781-5800 - 
ASSOCIATES WNcmea nce ue 


American Pioneer of Transportation Pj 
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Pe (GM From Pg. 98) 
aii jent and provide for anticipated long-term 
yductive capacity requirements will total $5.3 bil- 
m in 1979—more than double any year prior to 


7—and well over $6.0 billion annually in the early 


In conclusion, more than the usual amount of risk 
sociated with the outlook for the year ahead, 
en the uncertainties surrounding energy availabil- 
ad price. The unsettled situation in the Middle 
particularly in Iran, must moderate before the 
ential of the U.S. economy can be realized. 
ver, based on the currently discernible 
mic factors in the outlook for 1980, there is rea- 
er cautious optimism. Our confidence in the 
er term is reinforced by the same anti- 
tionary policies that have lowered our near-term 
tations for the economy. 
"We are also encouraged by the increasing recogni- 
: that is being given to the need for investment 
sentives to improve our nation’s disappointing 
juctivity performance as well as to the efforts 
sg directed toward ensuring adequate energy re- 
es for the future. 
us, we believe that prospects are favorable for 
mprovement in economic performance during 
980s from the somewhat disappointing and er- 
behavior that characterized the current decade. 
3M is committed to a product program that is re- 
sive to the rapidly changing transportation needs 
snsumers here in the U.S. and throughout the 
dd. The cars GM is making in the U.S. today 
eve a fleet average of 21.4 mpg, compared with 12 
+ in 1974, and every model in every line is more 
tuel-efficient. Anybody who wants to makea positive 
Sontribution to conserve fuel can do so by purchasing 
Cc Prices in recent years have consistently risen 
less than overall consumer prices, with the result 
t today’s cars represent greater relative value than 
er before, and their purchase requires fewer hours 
jor for the average wage earner than in previous 
s. We are confident that the innate good judg- 
t of the car buyer will prevail and he or she will 
ne value of our cars. 
»r all these reasons, we believe our current prod- 
sferings are well positioned to participate in the 
roving economy that is anticipated as 1980 pro- 
ses, and we intend to maintain a leadership posi- 
ir ‘a worldwide vehicle market characterized by 
sifying competitive pressures. E& 


; 
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ow those of 1979—perhaps by as much as 10 


ite the unsettled conditions of the moment, 
ord are hopeful about the years ahead. Cars and 

remain valued and useful products, and we ex- 
that unit sales in the United States will grow by 2 
mt per year over the coming decade. One uncer- 
» that has plagued the auto industry in recent 
is behind us. It is now clear that in the 1980s 
ican consumers will want and buy smaller, 
tore fuel-efficient cars and trucks. 


IEEE II 


Ford is prepared to meet that demand. Already our 
new cars have an average corporate fuel economy 59 
percent higher than in 1975. This year, we at Ford are 
proud to have the highest projected average passenger 
car fuel economy—21.6 mpg—among the three 
largest U.S. manufacturers, based on press 
statements. And our Ford Division has the most 
modern, most fuel-efficient, standard-size pickup 
truck nthe market. 

We have well under way a Sweeping program to 
remake every one of our vehicles and to retool virtu- 
ally all our plants. During the coming year our capital 
spending will amount to some $3.5 billion, $2.4 bil- 
lion of it on North American programs. During the 
1979-1984 period, capital spending at Ford will aver- 
age about $4 billion a year, about two-thirds of which 
will be spent in North America. 

We are a large, worldwide company, and we are 
drawing on our global reservoir of design, technical 
and financial resources to develop and market the 
cars and trucks of the 1980s. Next year we will launch 
an all-new world car, a small car that we believe will 
be the best of its class in the world. There will be 
other such cars and trucks in the years that follow. 

In addition to satisfying our customers, these new 
products will help keep the auto industry at the fore- 
front of the energy-conservation effort. According to 
Department of Energy projections, automobiles will 
use 19 percent less fuel in 1985 than in 1975—the 
biggest projected reduction of any major U.S. indus- 
try or sector. 

Ford’s program for the 1980s is a demanding one, 
and success will depend in part on how government 
shapes the environment in which our customers live 
and we do business. There are three important ways 
in which government could improve our lot and that 
of the public: 

1. Stabilize energy supply. To help us and our cus- 
tomers make rational decisions—and to encourage 
more conservation and energy production—the gov- 
ernment should eliminate gasoline allocations, de- 
control the prices of gasoline and petroleum, and con- 
tinue to press for speedy development of synthetic 
fuels. 

2. Increase incentives to capital formation, which 
would improve productivity, lower inflation and help 
make U.S. industry more competitive worldwide. 
Laws that accelerate the depreciation of capital 
equipment would be most helpful. 

3. Increase regulatory flexibility. Fuel-economy 
and other government requirements lock manufac- 
turers into a rigid R&D and spending timetable that 
can’t be varied in light of product-innovation re- 
quirements, economic downturns, or other cir- 
cumstances. We hope for early, favorable action on 
legislation to allow manufacturers to carry fuel- 
economy gains above Federal standards forward or 
backward for three years. This would let us do our job 
more efficiently at no significant cost to the nation’s 
conservation program. 

This industry will surmount its present problems. 
Ford’s plans for the eighties are well in place. I am 
confident that after the immediate bumps in the 

economy are behind us, consumers will give us a vote 
of confidence in the new marketplace of the new de- 
cade. f 


AUTOMOTIVE EXECUTIVE, FEBRUARY, 1980 103 


Our Energy 


Understanding 


The immediate future of the automobile retail 
industry depends largely on the continuing sup- 
ply of petroleum products. This “backgrounder’” 
examines the genesis of America’s current 
energy problems, considers the issues involved 
and focuses on proposals to develop this coun- 
try’s energy resources. 
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» however, the 
Stry has never 


identified huge reserves. Rather, 
new supplies have been developed 
more or less as needed. Since the 
1973 oil embargo, well comple- 
tions have increased 80 percent. 

The historical view. From the 
birth of America to the mid-1800s 
the principal sources of energy in 
the U.S. were wood, coal and 
whale oil. Around 1820 the de- 
mand for whale oil was so great, 
and the cost of hunting whales so 
high, that prices increased over 
400 percent. The only other oil 
available was kerosene made from 
petroleum that had seeped to the 
surface. It sold for $42 a barrel in 
1850 dollars—roughly twice the 
current price of a barrel of oil in to- 
day’s inflated dollars. Then, using 
data provided by a Yale chemist, a 
group of New Haven investors de- 
cided to drill for oil. On August 27, 
1859, near Titusville, Pa., they 
struck oil and a new industry was 
born. 

From the start, the amount of oil 
was thought to be limited. In 1866 
the U.S. Revenue Commission 
suggested the need for synthetic 
fuel when petroleum ran out. In 
1891 geologists agreed there was 
little chance of finding oil in 
Texas. In 1914 the Bureau of 
Mines estimated total future U.S. 
production at six billion barrels of 
oil. 

In 1919 there was an oil crisis. 
According to University of 
Hartford economist D. T. Armen- 
tano, ‘government controls dur- 
ing World War I had produced 
shortages, and everyone was urged 


to drive less and turn down their 
thermostats.’’ Armentano con- 
tinues, ‘‘When the war-time regu- 
lations ended so did the energy 
crisis.”’ 

Shortages reappeared during 
World War II, but when war-time 
controls were lifted, supplies in- 
creased. Between 1950 and 1972 
the price, adjusted for inflation, 
fell almost 30 percent. 

Prior to World War II, the U.S. 
produced 95 percent of the oil it 
used. As late as 1960, oil imports 
totaled only 16 percent of supply. 
In the late 1960s this pattern began 
to change. In 1968 the State De- 
partment notified friendly gov- 
ernments that this country was 
reaching capacity in oil produc- 
tion, and in the future could not be 
counted on for additional oil in 
emergencies. U.S. production 
peaked in 1970 at 11.3 million bar- 
rels per day and began to decline. 
Since demand has not declined, 
the U.S. has imported increasing 
amounts of oil—primarily from 
the Middle East. 

When President Nixon an- 
nounced that the U.S. would fur- 
nish military aid to Israel to offset 
losses suffered in the 1973 October 
War, Saudi Arabia countered with 
an embargo on oil shipments to 
the U.S. Other Arab nations soon 
followed suit. At the same time, 
they stopped negotiating prices 
and began unilaterally setting 
prices on a take-it-or-leave-it 
basis. Between 1973 and 1974 
world oil prices quadrupled. 

Since then, the goal of govern- 
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ment policies has been to reduce 
oil imports. Yet between 1973 and 
1979, imports almost doubled. 
Imported oil cost the nation $58 
billion during 1979—a sum equal 
to $263 for every person in the 
country. 

Origins of the problem. At the 
heart of the nation’s energy prob- 
lems is an excessive dependence 
on just two energy sources—oil 
and natural gas. This dependence 
has its origin in government 
policies that have maintained arti- 
ficially low prices for oil and gas; 
encouraging consumption and 
discouraging conservation, explo- 
ration and the development of al- 
ternative energy sources. A host of 
federal regulatory policies have 
also affected the availability of 
energy supplies. 

Natural gas. As recently as the 
1930s, natural gas was considered 
only a waste product. Demand was 
not sufficient to finance develop- 
ment. Following World War II in- 
creases in total demand for energy, 
coupled with the growing concern 
for clean air, turned natural gas 
into a glamour fuel. 

In 1954 the Supreme Court 
ruled the Federal Power Commis- 
sion had the authority to regulate 
the price of natural gas. In 1961 the 


FPC imposed a price ceiling on all . 


gas shipped across state lines. This 
action froze the price of natural gas 
at perhaps half its real value. 
While it remained profitable to 
produce from existing fields, it 
was not profitable to explore for 
new supplies. Between 1961-1970 
exploration and drilling were se- 
verely curtailed. Many natural gas 
companies had to stop accepting 
new customers. The country in- 
creasingly turned to other energy 
sources, chiefly oil. 

In 1971, when natural gas 
shortages began to develop, the 
Federal Power Commission re- 
laxed its price freeze to allow 
modest increases. But natural gas 
is still priced well below its real 
market value. 

Dependence on oil. In addition 
to encouraging oil usage, govern- 
ment policies have also restricted 
domestic oil supplies. Following 
the 1973 embargo, Congress 
passed the Emergency Petroleum 
Allocation Act to keep domestic 
prices below the price of OPEC oil. 
A 1975 Act established categories 
for regulating oil prices. The 1976 
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Energy Conservation and Produc- 
tion Act imposed an average price 
on domestic crude of $7.66 per bar- 
rel and allowed for increases of up 
to 10 percent a year until June 
1979 when price controls would 
expire. 

In effect, government policies 
have linked petroleum prices to 
original costs of exploring and de- 
veloping a field rather than re- 
placement costs. This has kept the 
price of domestic oil substantially 
below OPEC oil; discouraging ex- 
ploration and conservation. The 
composite price of domestic oil 
from 1973 through October 1978 
was $9.15 per barrel; while the 
world price averaged almost 
$14.50 per barrel—and has now 
topped $20. In his April 5, 1979, 
energy message President Carter 


Artificially low prices on 
oil and natural gas, 
coupled with regulatory 
requirements, have 
discouraged utilization 
of America’s “other”’ 
energy reserves. . . 


announced his intention to phase 
out controls on all domestic crude 
by September 30, 1981. 

Impact of regulations. Federal 
and state regulatory policies have 
also paced the price and avail- 
ability of energy. Several examples 
will illustrate this point: 

e According to a 1977 Federal 
Energy Administration (forerun- 
ner of the Department of Energy) 
report, costs of complying with 
energy regulations average $500 
million per year. 

_ @ To equalize the price of oil to 
refineries, the DOE developed a 
system of “entitlements.” This is, 
in effect, a system of taxing 
domestic oil to subsidize the cost 
of OPEC oil. Standard Oil of In- 
diana estimates that with the 
money it has paid in entitlements 
it could have drilled more than 
4,000 domestic oil wells. 

e According to the National 
Rural Electric Cooperative As- 


sociation, a million-kilowar 
coal-fired power station takes 
years to complete—comp 
with three to four years jn & 
1960s. This is because the suryes 
and paperwork required by reg. | 
latory standards take five to seve 
years. 

e The Environmental Prore 
tion Agency recently Propose 
regulations calling for daily analy 
sis, inspection and disposa] jp = 
cure, guarded, fenced areas fo, > 
years, of oil-drilling myq@ 
brine. The cost is estimated a8] 
billion—more than the total pe 
its of the entire industry for a yer 

The results. Governmes 
policies have kept the price 
domestic oil and gas wel] 
world market values. This has 
couraged conservation bees 
the public simply hasn’t © 
ered it necessary to skimp on 
cost commodity. Legislative 
trols on prices have at the 
time discouraged explora 
drilling that would have led ea. 
creased supplies. 

The average cost of dyih 
well is $200,000 to ae 
About one in 10 exploratory we. 
is successful. With risks of & 
size, investment Capita] jee 
available unless substangeija! © 
turns are possible. For this peas 
drilling activities have been o 
centrated in proven areas 
minimize risk. During the jo" 
ae oil production. ; 
ing that from Alaska, shre 
11.3 million barrels a dave ; 
to 8.6 million barrels today Aw 
cially low prices on oil and pare 
gas, coupled with regulatory 
quirements, have also diseo 
utilization of America’s “oes 
energy reserves such as Coal, sh 
solar power and Uraniyp 

The net result of these 
is that 46 percent of the 
used in the U.S. today j, 
leum. Close to half this oj) 
from countries whose pric; 
production policies the Vg 
not control (the price of OPEC 
increased 33 percent in the firs’ 
months of 1979). 

The relationship of ey 
jobs, a rising standard Of ]ivins 
national security is ines 
As staff correspondent pyaes 
Ellis observed in The Gh 
Science Monitor: 
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Last year, Money readers | 
home $1.9 billion worth of new cars. __ | 


Which Cars Keep Their Value Best Honda, Jaguar/Rover/Triumph, Lincoln | 


ae m sell cars, your . ' 
ee chess vin to the people who ¢ Financing in Tight-Money Times Mercury, apne pe Oldsmobile, ; 
lwtcars * Front-Wheel-Drive Comes to the Pontiac, Porsche Audi, Subaru, _ ' 
‘fer “Il 62% of MONEY readers own Family Car Volkswagen, Volvo. They all ran in MONEY ; 
ner a new cars. And in 1979, our ¢ What Every Diesel Buyer Should in 1979. array? . tes { 
eaders actually bought $1.9 billion worth Know | MONEY 1s where automotive advertisers 
of hicast Because of that interest and Our subscribers have what it takes when it can increase their mileage. We look 

bediits our readers are affluent, comes to new car purchasing peep forward to meeting you at the NADA. : 
acquisitive, and information-hungry, | ana 8 bo ienam y TAX TALK AP NADA ; 
MONEY regularly features auto-relatec Inc err oO a Gai “4 VU aire ee Didi “Oded, sail tilanilnask ae 5 
; iE s more new subscribers are professional/managerial ung ; fy 

articles. In fact, MONEY runs more 30 are coll someon MONEY. will deliver a one-hour discussion 
car editorial than any other magazine and 83 6 are college-e ue a e oy entitled “Cutting Your Family's Tax Bill: A 4 
outside of the science, mechanics, or car MONEY sis in an impre ee — AMC No Jargon Guide to Tax Shelters” at the | 
buff areas. Here’s a recent sampling: growing) number of automotive ads. AMC Marriot Hotel, Room 6 during the NADA. 4 
ae Se Ce Core Jeep, Buick, Cadillac, Chevrolet, Sun. 2/10—2:30 PM Mon. 2/11—10:30 AM 4 
© The Fuel-Saving Shay ? Chrysler, Datsun, Dodge, Fiat, Ford, ; 
to Come ‘ 
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Gerring introduces all-new models for. 1980—designed for those who 

design their surroundings in elegant luxury. Not only luxurious to look at 
ut stylish and uncluttered. Interiors that elevate Gerring into a motoring 
class by itself. 

Available in Deluxe or Classic interiors on Chevrolet, GMC, Dodge 
and Ford chassis. Seven exciting floor plans to choose from, with optiona] 
exterior and interior packages. 

While at the show, take time to let a Gerring salesman tell you the 
‘‘profit”’ story in being a Gerring dealer. 


See us at Superdome Box Suite 401 NADA, New Orleans. 
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Conversions by Gerring, Inc. 
25771 Miner Road, Elkhart, IN 46514 (219) 262-1512 


Your Kind of Style. Our Kind of Quality : 


COMPUTE F&l 
IN ONE MINUTE—WITH ONE FINGER! 


Visit us at 
Booth 566 
at the NADA 

Show 


The MONROE Prom Cartridge Calculator is simpler, faster, 
has more features, power and value than any F&I system of its kind. 


Now, you can effectively sell financing 
snd insurance everytime you sell a 
ar. This means every closing can 
ead to more profit. 
Monroe’s PROM CartridgeCalculator 
minates searching throughrate books, 
‘edious figure work and the chance of 
“ror. All the complexities of an auto 
‘nance deal can be handled quickly 
Sod easily at the touch of a finger. 

The PROM Cartridge Calculator 
talks” the operator through every facet 
{the F&I transaction. The large, easy- 

‘y-read alpha-numeric display tells him 
“yactly what to enter and what comes 
‘Next. Everything comes out fast, clear 
“ud accurate. ' 

And it’s all done right in front of 

he customer, building his confidence. 
“Should the customer suddenly shift 
Nears, a quick touch of the keys spells 
‘ut the alternatives. 


This Monroe F&I system provides 
tremendous flexibility in choosing pay- 
ment plans, insurance options, state 
interest rate CAPS, odd day interest, 
and a whole lot more. There’s even a 
special “Lever Principal” that can con- 
vert a cash payment prospect into a 
finance customer, 

When it’s not helping you sell auto 
finance deals the PROM Cartridge 
Calculator doubles as a general pur- 
pose print/display calculator. And it’s 
got all the built-in Value people have 
come to expect from Monroe since we 
invented the first modern calculating 
machine 68 years ago. 

Plus, we give you two things no one 
else can offer. A Monroe Warranty, 
and Monroe Service. Both are con- 
sidered the best in the business. 

For a test drive of the PROM 
Cartridge Calculator, call your local 


Monroe office or send the coupon. 
You'll see how it can improve your 
F&I performance. 


MONROE, The Calculator Company AE-2.89 
CJ Please send me more information on the 
new Monroe PROM Cartridge Calculator for 
Automotive F&I use. 

L] Please have a local Monroe representative 
call me. 


Name 


Title 


Dealership 


City 
Phone 


State_ Zip 


THE CALCULATOR COMPANY 
The American Road, Morris Plains, N.J. 07950 
A DIVISION OF LITTON INDUSTRIES 
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: Address 
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“Like a bewildered Gulliver 
bound by Lilliputians, the United 
States has awakened in the 1970s 
to find its future hobbled by a 
clutch of foreign oil-producing 
States... . 

‘“‘Any substantial and pro- 
longed cutoff of foreign oil would 
throw millions of Americans out 
of work and plunge the nation 
into a depression that might rival 
the economic cataclysm of the 
1930s.’’ Policies and decisions af- 
fecting the development of the na- 
tion’s energy reserves must be 
analyzed against this possibility. 

Synfuels. The term “synfuels’” 
refers to the liquefaction and 
gasification of coal, and fuels ob- 
tained from shale, tar sands and 
biomass. The major emphasis is 
on coal and shale. The interest in 
synfuels reflects the fact that 90 
percent of the nation’s fossil fuel 
reserves are in solid form. Yet 
close to half the energy consumed 
in the U.S. is liquid—18 million 
barrels a day of petroleum and pe- 
troleum-based products. 

Oil from shale. The idea of ex- 
tracting oil from shale originated 
in Great Britain in the 1850s. 
There are two main ways to re- 
cover the oil. One is to mine the 
shale and then free the oil by heat- 
ing the rock to 900°F. However, 
each cubic yard of shale yields 1.2 
cubic yards of ash-like waste after 
heating, causing a disposal prob- 
lem. Another technology utilizes 
“in situ’ (in place/underground) 
processing. 

Producing oil from shale carries 
a high price tag. Estimates are that 
refined shale oil might sell for 
$5-$15 a barrel over the current 
price of imported oil. There are 
also serious environmental prob- 
lems. The richest shale deposits 
are in three semi-arid regions of 
the west. It takes two to five bar- 
rels of water to produce one barrel 
of oil from shale; and in these re- 
gions water is in short supply. Ef- 
forts are underway to develop a 
closed system so that water can be 
recirculated. 

Regardless of dollar costs and 
environmental considerations, 
the Committee for Economic De- 
velopment, a public policy re- 
search organization, has con- 
cluded that ‘‘of the various 


technologies to produce synthetic 
liquid fuels, shale oil is among 
those closest to commercializa- 
tion.” 

Oil from coal. Extracting oil 
from coal also involves existing 
technology. Hitler’s war machine 
ran on synthetic fuels during 
World War II. Two major tech- 
niques are used. One involves put- 
ting the coal in a solvent, adding 
hydrogen and heating the “brew” 
under pressure. In another process, 
coal is gasified and the gas con- 
verted to liquid fuel. 

Extracting oil from coal is also 
costly. A plant capable of produc- 
ing 100,000 barrels per day will re- 
quire an investment of three to 
five billion in 1979 dollars. The re- 
sulting fuel will cost an estimated 
$38 to $45 a barrel. There are pres- 
ently three major liquified coal 
projects. All are financed by oil 


.. .the Committee for 
Economic Development 
has concluded that “of 
the various technologies 
to produce synthetic 
liquid fuels, shale oil is 
among the closest to 
commercialization.” 


companies in cooperation with 
the Department of Energy. 

Oil from tar sands. Tar sand is 
sand saturated with oil or tar. A 
$3 billion Syncrude project is now 
underway in Canada to produce 
125,000 barrels of oil per day. Ac- 
cording to the American Petro- 
leum Institute, every barrel a day 
of production capacity which Syn- 
crude develops “requires a $20,000 
investment, compared with 
$6,000 a barrel for North Sea oil 
and $250 in the Middle East.” 

Gas from coal. Before natural 
gas was available, street lamps and 
homes were fueled with gas man- 
ufactured from coal. The problem 
today is to extract pipeline quality 
gas from coal at a price that is 
competitive with existing natural 
gas. 
The major difficulty is that coal 
contains sulfur, earth and a variety 
of other substances which must be 
removed. The process uses hy- 
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drogen, which is costly. Whe 
is processed, fumes and as 
given off, requiring expe 
pollution equipment. This a 
to an estimated $1.5 billion 
plant able to produce the ns 
gas equivalent of 50,0¢ 
100,000 barrels of oil per dg 
tab around $30 per barrel. 
Gasohol. Alcohol can be x 
fuel automobiles either by } 
mixed with gasoline in the } 
cent blend called ‘vase 
Henry Ford designed the 
to run on gas, alcohol, ora m 
of the two. Since the US 
sumes 100 billion galle 
gasoline each year, a cor 
switch to gasohol would » 
an annual production of 19} 
gallons of alcohol. 
Currently, all gasohol e¢ 
ethanol, since ethanol can 
in existing automobiles 
engine modification. Bee. 
special tax exemptions, th 
of gasohol is only 5 cents » 
lon more than unleaded — 
some areas. There are dra 
however. 
Manufacturing 10 bi 
lons of ethanol yearly we 
quire 40 percent of all U.S 
While ethanol can be @ 
from crop residues such 
stalks this waste is ger 
plowed under as a substity 
expensive commercial fers; 
At the present time more ey 
used in manufacturing 
than is produced, althoy 
plants will be more eneye 
cient. The Congression 
search Service estimates 
ethanol production might 
one billion gallons a year by 19% 
Methanol can also be jee e 
gasohol, though it tends to ke® 
rosive and certain technical »@ 
lems must be solved. Phe o™ 
concludes, however # 
methanol “could make an je 
tant contribution in the” 
sonably near future.”” Cogs @ 
coal-methanol-gasoline ay» 
is “about in the same egg: 
gory” as the shale-oil gaga); 
proach. The DOE believe 
plants could be in operas 
1990 supplying five billion » 
of methanol a year, and that If 
ditional plants could be equs. 
by the year 2000 to inere. 


2 


(See ENERGY Page 19) : 


- 


The Solid One 


y 


W__ create additional profits in 
4° fastest growing segment of the 
~» industry, the personal lease — 
‘vxet, with the new Unlimited Mile- 
“S Term-of-Lease Protection Plan 
Woned by American Warranty 
: poration. eal 
\m-o-Lease rm-of-Lease Protectio 
24 month == he month Protection 
D month = 30 month Protection 
% month 36 month Protection 
42 month 42 month Protection 
month = 48 month Protection 


‘S this program you have a protec- 
\ plan to fit your precise lease 
That can mean no more prob- 
s0btaining financing from lenders. 
¥ your customer no longer has to 
* 2 protection plan that's too long 
. & foo short for the term of the 
‘e 
* American Warranty Corporation 
ited Miteage Term-of-Lease 


noM 


Program is the competitive edge to 
help you close more deals. Now you 
can offer your customers the most 
comprehensive program in the 
Service Contract industry—with no 
mileage restrictions! 


Look at all the ways you benefit from 
this new American Warranty Corpora- 
tion administered program. 


e Profits. Average profits of over 
$100 or more per contract sold. 


Professional Service and Support 
Staff. AWC originated the modern 
service contract and has qualified 
representatives to assist you. 
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nual production to 10 billion gal- 
lons. 

Alternative fuels. Everyone’s 
‘perfect’ solution to the energy 
crisis is sunlight. If all the sun- 
shine that falls on a piece of 
ground 10 feet by 14 feet could be 
converted to electricity, it would 
supply energy for the average all- 
electric home. One-fourth of the 
fuel consumed in the U.S. is used 
in homes and commercial 
buildings, mostly for space and 
water heating. It is generally 
agreed that this is the area of solar 
technology closest to commer- 
cialization. Solar energy is not ex- 
pected to become a realistic alter- 
native for producing electricity 
until well into the 21st century. 

The process is simple. The sun’s 
rays heat air or water that flows 
through roof-top collectors. Un- 
fortunately, solar space heating is 
not cost-effective. A typical sys- 
tem, including back-up equip- 
ment in case the sun doesn’t shine, 
runs from $4,000 to $8,000. Solar 
water heaters are more nearly 
cost-effective. 

In addition to cost, a serious lim- 
itation on the use of solar energy 
results from a scarcity of mate- 
rials. The Congressional Research 
Service concluded it would take 33 
million solar homes to conserve 
the energy in just one million bar- 
rels of oil per day; present U.S. oil 
consumption is 18 million barrels. 
Using current technology, 33 mil- 
lion solar installations would re- 
quire eight billion pounds of cop- 
per. U.S. copper production in 
1977 was 2.98 billion pounds. 
Former deputy energy secretary 
John O’Leary recently told Con- 
gress that a 10 percent solar con- 
tribution by the year 2000 was 
“optimistic.” 

Non-conventional technolo- 
gies. There are a variety of less tra- 
ditional energy technologies that 
have only limited potential or that 
are still unproven. Geothermal 
energy is restricted to available re- 
sources. Wind, tidal power, ocean 
thermal currents and similar 
technologies are currently prohib- 
itively expensive. Under the best 
of conditions, they are unlikely to 
provide more than 1 percent of 
America’s energy by the year 2000. 
In the long-term, nuclear fusion 
reactors may hold great promise. 
However, fusion energy will prob- 


ably not make a significant con- 
tribution to the total energy sup- 
ply until well into the 21st cen- 
tury. 

Existing technologies. It seems 
evident that in the short and in- 
termediate term the U.S. must 
rely primarily on existing 
technologies. Coping with the 
energy crisis will require this na- 
tion to utilize its resources to the 
fullest. 

Coal: buried sunshine. A recent 
analysis sponsored by the Ford 
Foundation and administered by 
Resources for the Future, con- 
cluded that ‘‘coal is the only 
energy source that can increase its 
absolute contribution rapidly and 
economically.” One ounce of coal 
can generate as much electric 
power as 100 tons of water falling 
one foot. 

During 1979 coal will provide 
about 19 percent (725 million 
tons) of the nation’s energy, in- 
cluding generating 47 percent of 
its electricity. The government 
has called for an increase in coal 
production by 1985 to 1.2 billion 
tons a year. According to Carl E. 
Bagge, president of the National 
Coal Association (NCA), the in- 
dustry is growing at less than half 
the yearly pace needed to reach 
this goal. In reality, the industry 
can already produce more coal 
than the country is willing to use. 
The NCA estimates unused pro- 
ductive capacity is 150 million 
tons per year. 

A major reason is that environ- 
mental regulations restrict both 
usage and production and increase 
overall costs. 

© A 1,500-megawatt power 
plant costing more than $1 billion 
is now under construction in Wy- 
oming. Environmental regu- 
lations account for close to 25 per- 
cent of the cost. 

e It takes up to 10 years to bring 
a new mine into production. Over 
half that time is spent on studies, 
permits and paperwork. 

e For purposes of determining 
eligibility for workmen’s compen- 
sation, coal miners are assumed to 
have black-lung disease after a cer- 
tain number of years, even with- 
out medical tests to back up the 
claim. 

e According to the NCA, one 
location in Virginia needed flat 
farmland. However, following 
strip mining operations, the com- 
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_ $18 billion to $20 billion jp o 


pany was required by la 4 
place the hills. 7 a 
Other problems slowi 
utilization of coal include 
ability of capital and trance. 
tion difficulties. To double = 
production by 1985 wil] 


rent dollars. The entire Capital” 
tion of the 700 coal companies — 
operation today is only abe: 
billion. Transportation is g 
lem because “‘roadbeds on g 
railroads are almost destre 
Efforts to move coal thre 
pipelines are hindered by Jack 
availability of water and op» 
tion by environmentalists 7} 
problems, coupled with ar 
cially low prices on oil and 
which frequently make j¢ » 
expensive to burn coal, discous” 
use of the nation’s abundant = 
reserves. 

Petroleum. Despite shore 
closed down wells in this eau. 
contain up to 300 billion barre _ 
previously discovered oj] 
modern technology up to 49 
lion barrels can be recovered » 
cost just slightly over eur: 
world prices. In addition, thers, 
undoubtedly considerable 
tities of undiscovered reserves 

The federal government ¢ 
trols one-third of U.S. lands 
holds mineral rights to anorhy 
million acres. The U.S. Geole 
Survey estimates that these | 
contain much of the nation’s 
discovered resources. Jp 
cases the government refyse 
allow exploration. 

For example, less than 4 pe 
of the Outer Continental Shel 
been leased for drillin 
though in 1977 this 4 percens 
duced 304 million barrejg ¢ 
and 3.7 trillion cubic feet of» 
ral gas. Estimates are that 0 
lion barrels of oil, enone 
provide a fifth of Americas » 
for 15 years, will probably pe 
off the coast of Alaska. Under 
rent leasing schedules je 
none of this oil will be aya) 
before 1995! 

Nuclear energy. The 
growing energy demand in 
U.S. is for electricity, which 
ently accounts for a fourth © 
energy consumption. B ‘ 
could reach one-half. Bae 
about 10 percent of the jj a» 
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Why the ultimate? Because new Perma-Plate™ 
contains Teflon*. You know how Teflon* works, 
and so do your customers. New car buyers are 
looking for a product which will make their new 
car investment look better longer, and Perma- 
Plate’ is the product that will do that for them. 


Perma-Plate'’’ applies easily with no special 
equipment, and carries the strongest 3-year 
limited warranty in the industry. 
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percent of the gas used in the 
country is burned to generate a 
third of the nation’s electricity. 
Thirteen percent is supplied by 
nuclear reactors, the remainder by 
coal and hydroelectric power. 

As recently as five years ago the 
Department of Energy estimated 
the U.S. would have 1,000 nuclear 
power plants producing 40 percent 
of the nation’s electricity by the 
year 2000. DOE has since reduced 
the prediction to 380 plants, or 
fewer, providing as little as 20 per- 
cent. This reduction in projected 
capacity results largely from the 
opposition of special interest 
groups advocating limited 
economic growth. 

While there is legitimate con- 
cern about the safety of reactor 
technology and waste disposal, the 
public seems willing to balance 
these concerns against the effects 
of low growth and the risks of con- 
tinuing dependence on OPEC oil. 
A Harris survey conducted after 
Three Mile Island found that 56 
percent of the public supported 
continued development of nuclear 
energy, with 37 percent opposed. 
A recent study, Energy in Ameri- 
ca’s Future: The Choices Before 
Us, concluded that even if nuclear 
accidents are 100 times more like- 
ly than predicted in the gov- 
ernment’s reactor safety report, 
nuclear energy still poses less risk 
to the U.S. than many other fuels. 

Rep. Morris K. Udall (D-AZ) ob- 
served during recent hearings be- 
fore the House Interior Commit- 
tee’s Subcommittee on Energy and 
Environment that the nation is 
going to need “some kind of nu- 
clear generating capacity during 
the 1980s and 1990s and until the 
end of the century.” Udall, who 
chairs the committee, added that 
while the lessons of Three Mile Is- 
land must be heeded, the country 
is not ready to incur the “profound 
adverse consequences” of a shut- 
down of operating plants. 

Conclusions. The nation’s 
energy problems are serious and 
they are real. There are no quick 
and easy solutions. It is evident, 
however, that there is no shortage 
of energy resources available for 
development. Because these 
“other’’ resources involve expen- 
sive technologies, such as extract- 
ing oil from shale, this energy will 


be more costly and will require 
certain environmental accommo- 
dations. The increased costs will 
be particularly difficult for the 
public to accept because of long 
term policies that have led the na- 
tion to expect cheap fuel. 

Experts conclude the near-term 
(to the year 2000) and immediate- 
term (well into the 21st century) 
energy needs of the nation will be 
met primarily by traditional 
energy sources. Oil and natural gas 
will continue to play major, 
though slightly decreasing roles. 
The U.S. will continue to import 
close to half its oil through the 
1980s. Hydroelectric power will 
continue to provide about 4 per- 
cent of the nation’s energy. The 
U.S. will, by necessity, turn to 
coal, shale and nuclear power to 
meet expanding energy needs. 
Former Energy Secretary 
Schlesinger put it this way, ‘Quite 
bluntly, unless we achieve the 
greater use of coal and nuclear 
power over the next decade, this 
society may just not make it.” 

Expanded use of coal will re- 
quire careful evaluation of en- 
vironmental regulations. It will 
mean weighing the benefits to so- 
ciety against the risks. Expanded 
use of nuclear energy will require 
coming to grips with the regula- 
tion of nuclear installations and 
the storage of spent nuclear fuel. 

In a recent editorial the New 
York Times discussed this concept 
of risk in relationship to drilling 
off the coast of Alaska. The Times 
observed that while there are 
“unmistakable environmental 
risks’’ in accelerating Alaskan 
offshore leasing there are ‘‘unmis- 
takable risks, too, in assuming 
that America can somehow mud- 
dle through the coming energy 
shortages without grave economic 
dislocation, social unrest or 
brinkmanship in the Middle 
East.” 

Increased development of 
America’s energy resources will 
also require a reduction in regu- 
latory delays that lead to power 
plant construction schedules of 10 
to 12 years. Milton Copulos, pol- 
icy analyst with the Heritage 
Foundation, maintains that if 
these delays continue there may 
be ‘‘severe power shortages, 
brownouts and blackouts” by the 
mid-1980s. 

Conservation is also a key factor 
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in coping with America’s e 
future. Estimates are that ce 
vation can reduce the overg 
mand for energy to about 
cent a year, roughly half 
toric growth rate, without 
ously affecting the economy 
will require conservation ijn ip 
try, housing and transport 

According to John J. Castell 
vice president of Resources 
Technology, National Associ 
of Manufacturers, industry ; 
1973 has reduced its total de 
for all forms of energy by 6 pe 
and for petroleum by 6} 
cent—while increasing 
tion by 11.8 percent. 

Experts generally agree ¢ 
nificant conservation 
occur unless energy costs 
the real value of the produce 
study conducted by Resoure 
the Future concluded ¢ 
energy was treated like oth 
sumer goods ‘‘there would 
need for public policies 
explicitly with energy ee 
tion.” This is because the 
would insure ‘that each pers 
a position to make a de 
would purchase only 
energy to satisfy needs thar 
not be met more cheaply in 
other fashion.” 

Given conservation 
velopment of the nation’s; 
resources, a number of ¢ 
studies have also conclude 
this country can manage its 
problems and sustain a } 
expanding economy. The 
mittee for Economic De 
ment sums up this point of 

““Decently managed, thes 
component of our econom 
not be expected to interfe 
ously with employment ¢ 
tinued economic growth _ 
that estimate does not ine 
allowance for mismanag 

“The danger is that we 
tempt to insulate ourse 
the rising costs of energy A 
ing ourselves that becaus 
not pay the costs direct} 
not have to be paid. 

“Energy policy itself ¢ 
vate the problem,. . . 
costs are not faced we 
our energy resources in 
tion, deny ourselves the 
resources that would be 
at higher prices, and@ 
technological changes t} 
costs would encourage.” 
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in the past 5 years. In terms of cost 
efficiency, costs per thousand for 
ry in Detroit. Cars aren't always magazines over the past three years 
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NADA Observes Passing 


Of Three Past Presidents 


David Castles 
1942-43 President 


Frederick Haller 
1950 President 


Frank Yarnall 
1955 President 


All instrumental in furthering 
automobile dealers’ interests. 


three NADA past presidents 

died. Each, in his own way, 
contributed to the growth and 
prestige of his national associa- 
tion. All of them had been inactive 
as dealers and as association lead- 
ers in recent years. 

November 4, Frank N. Yarnall, a 
former Chevrolet dealer in 
Chicago and NADA President in 
1955, passed away after a lingering 
illness. Yarnall was president of 
NADA during the Congressional 
hearings on GM as a monopoly. 
These hearings, conducted by the 
late Senator Joseph O’Mahoney 
(D-Wyo.}, led to the passage of the 
“Good Faith Act.” 

At the time, Yarnall also was a 
member of the GM President’s 
Advisory Committee. The hear- 
ings, plus the recommendations of 
the Advisory Committee, led to 
the substitution of a five-year sell- 
ing agreement for dealers and the 
elimination of many abusive prac- 
tices of factory personnel. 

It was while Yarnall was presi- 
dent that the Price Sticker Law 
was passed. Popularly called the 
‘‘Monroney Sticker’’ after its 
creator, Sen. Mike Monroney (D- 
Ok.). The Price Sticker Law was 
created to end “‘price-packing”’. 

David Castles, NADA president 
in 1942-1943, died on December 
17. Castles was a brother-in-law of 
Walter H. Vesper, for many years 
executive vice president of NADA 


i n the closing months of 1979, 
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and also an NADA president & 
was a Buick dealer in St. Loy; 
more than 50 years. 

Castles was involved 
NADA’s opposition to a ¢ 
trade practice rules propose 
the Federal Trade Commis 
During his tenure as NADA 
dent, Castles was instrumenr 
promoting dealer participate 
the Army Motor Transport ¢€ 
and in obtaining relief fron, 
government war-time res 
on sales and service. 

For many years he serve, 
Chairman of the NADA ome * 
Used Car Guide and was recep 
ble for far-reaching changes jy 
format of the Guide. 

During the depression 
aided by James Collum, Gp 
Printing Co., frequently 
NADA expenses when th 
tional association’s funds 
low. 

On December 22, Freder, 
Haller of Washington, D.c_ 
after a lengthy illness. Hg 
president of NADA in 1959 
government contractS op ¢ 
prices, and wages created 
problems for NADA. 

Over the years he sold Pye 
MOONS, DeSotos, Chrysje 
Plymouths. When he wa. 
dent of NADA he was a 
dealer. 

NADA extends its condo! 
to the families of these pace 
dents. 


ie 


Showcase 


WHAT'S NEW ON THE MARKET 


The PRO Blue Fox Buffing Pad 
Rental System saves time for 
dealers because by renting, the 
PRO Distributor delivers clean 
pads exactly when needed on a 
one-pad-per-car basis. The dealer 
pays only for the pads he uses. This 
system cuts down on pads being 
thrown away too soon or getting 
lost and eliminates swirls, 
scratches and hazy finish. Man- 
ufacturer: BAF Industries, 1910 S. 
Yale St., Santa Ana, Calif. 92704. 


A 
——o 


4-690 Additive, used with the 
8-100A/K BLAK-RAY pieepiolct 
, provides fast and economi- 
eee sintins of leaks in 
tadiators, water hoses, heaters and 
ine parts such as water pumps 
a plugs. Compatible with 
all leading automotive coolants 
and other additives, A-690 is 
Doured into the radiator and circu- 
ated. When inspected with the 
S100A/X, leaks will glow a bright 
&reen. Packaged in convenient 
“ne-ounce packs with built-in 
hourspout, A-690 is water soluble 
both clean-up and repeat in- 
“pections. Manufacturer: Ultra- 
iolet Products, Inc., 5100 Walnut 
Grove Ave., San Gabriel, Calif. 
1778. 


MORE SHOWCASE 
ON PAGE 120 


A simulated convertible top pack- 
age for all GM A-body and E-body 
cars and the Ford Thunderbird 
consists of a fiberglass shell with 
vinyl canvas material, inside back 
light trim panel, a pair of side win- 
dow block-outs, all moldings, 
wire-on, and rivets. Available in 
white, black, dark blue or tan and 
can be installed by one mechanic 
in approximately four to five 
hours. Manufacturer: E&G 
Classics, Inc., 8909 McGaw Court, 
Columbia, Md. 21045. 


Sportops are offered in two models 
for mini-trucks. The Sea View is a 
nautical theme notchback hatch- 
back with a chrome luggage rack. 
The Tiburon is a fastback hatch- 
back with aerodynamic styling. 
Both models are all fiberglass and 
feature color-matched gelcoat, 
gas-spring lifters, and improved 
highway gas mileage. Manufac- 
turer: ACT, Inc., P.O. Box 1014, 
Midland, Texas 79701. 


The Rust Buster System is an 
abrasive-blast system whereby the 
abrasive is continually recircu- 
lated. The sand-blast gun can be 
used on large surfaces indoors. 
There is virtually no mess to clean 
up, the operator breathes cleaner 
air, and a better grade of abrasive 
can be used economically. Man- 
ufacturer: Knox Manufacturing 
Co., 111 Spruce St., Wood Dale, III. 
60191. 


x : . ided vi sturer’s pres ses. A product’s appearance in this 
’ roducts listed in Showcase have been provided via manufacturer S press releases pp 
Neersar aa te se soreenaent by either NADA, the National Automobile Dealers Service Corp., or automotive executive magazine. 
“Wumn inno wa 
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FIRE-AmM 
1 Cade Canteen 


Pugtsu Ten Car Stere 


Bond sure wes Two new point-of-purchase dis- 
plays for Fujitsu Ten car stereo 
units are fully operational, with 
built-in AC power converter, and 
can be used on a counter top or 
free-standing on an optional base. 
- Model CD-4 comes with the 

dealer’s choice of four units and 

two sets of speakers. Adjustable 

wings hold four additional sets of 
speakers. Model CD-10 comes 
with a choice of 10 units installed 
in a center panel under a set of 
speakers. Manufacturer: Fujitsu 
Ten Corp. of America, Dept. P, 
19281 Pacific Gateway Drive, 
Torrance, Calif. 90502. 


The MB700 is acomplete, portable 
work bench/tool crib. Seven large 
and two oversized cabinets 
provide over 17,870 cu. in. of stor- 
age. This unit rolls easily on 
eight-inch rubber wheels and 
five-inch locking rubber casters. A 
power junction box has two con- 
venient electrical outlets. The top 
is protected with Masonite, mak- 
ing a durable working surface. 
Manufacturer: Mac Tools, Inc., 
Washington Court House, Ohio 
43160. 
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“Trailing Edge Flares” mean »! 
ditional dealer profit on 9708 
Pontiac Trans Am and Firehad 
models by providing style ac. ol 
as stone chip protection, © 
struction of impact-resistant 

tic, they make unsightly mud flee 
obsolete and fasten snugly andes 
ily at the fenderwall openings =e | 
flares come primed and ready = 
paint. Manufacturer: Cars @ © 
cepts, Inc., 12500 E. Grand Rive 
Brighton, Mich. 48116, | 


~ 


The Model C-796 Chass 


Dynamometer can provide » 
means to tune vehicles for may 
mum fuel economy. J[¢ fas’ 
6,000-lb. axle weight capacity ae | 
96-inch rolls. Its power absorpue | 
unit can handle variable Tost | 
with instrumentation readin: 
from 0-200 hp and road spew * 
from 0-120 mph. The C796 ae 
has an air-actuated platform lik 
has flush-floor operation for pitt 
stallation, but can be insealld 
top-floor with ramps ang pi" 
forms. Manufacturer: Clavt’ 
Manufacturing Co., 4213 Tee" 
ple City Blvd., El Monte od : 
91731. : 


Your 
after-market 


Your customers are paying more for their cars 
Sach year. Taking years more to pay in many cases. 
And hoping to get more years of service out of their 
New cars than they used to. No wonder that VALUE 
SROTECTION has become the fastest-growing seg- 
nent of the automotive after-market. 


no wonder so many companies have been 
ickto ed on the bandwagon. With products that 
Rromise to safeguard your customers’ investments 
»..prolong the useful life and good looks of their cars. 


But you know, and we know, that promises 
en't pl After all, your dealership is the logical 
rce for VALUE PROTECTION products and ser- 
and your business depends on performance, not 
omises. Quality performance...at a healthy profit. 

if your customers can't return to the 
i oten 2s they used to, you'd better be sure 
it's your market they come back to when they can. 


U SELL VALUE PROTECTION, 
SURE THAT YOU’RE PROTECTED TOO! 
u're protected by Ultra Seal’s 
eto maintain its own reputation for leader- 
i)—by enhancing your reputation, and by contribut- 


™ 


mes first with us. 


ing to your efforts to maximize gross profits and cus- 
tomer retention. 


_ Make sure you're protected by Ultra Seal’s 
commitment to sell only through authorized new car 
and truck dealers — with no exceptions. 


Make sure you're protected by Ultra Seal’s 
total-integrity warranties. 


Make sure you're protected by Ultra Seal’s 
imaginative merchandising Programs and unmatched 
service capability. 


Make sure you're protected by Ultra Seal’s 
commitment to provide you with the highest-quality 
automotive value protection products that today’s 
technology can offer: 


e ULTRA SEAL PAINT SEALANT 
e ULTRA SEAL RUST PREVENTATIVE 
with “Quiet Ride” 

e ULTRA FABRIC SEAL 
e ULTRALOCK Electronic Anti-Theft System 

We'd like to prove to you that these products — 
and the service that goes with them — have no equal 
on the market today. And we'd like to show you the 
benefits your dealership can derive from our innovative 
VALUE PROTECTION merchandising program. 


Call us today...at (516) 997-5430 


ULTRA-SEAL«...... 


The Ultimate in Value Protection Products 
NOW WORLD-WIDE 
84 Sylvester Street, Westbury, N.Y. 11590 


SEE US AT THE NADA CONVENTION...BOOTH 816 & 


4415 
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WORLDWIDE INFLUENCE IN AUTOMOTIVE AFTERCARE 


In just ten years POLYGLYCOAT has become the most important 
name in automotive aftercare. In America...and around the world. 

Through the most intensive program of research and develop- 
ment in the industry, POLYGLYCOAT continues to introduce fine 
quality products (to help keep new cars looking new) for the Automo- 
tive Consumer. 

First in a growing line is the original POLYGLYCOAT LUS- 
TERIZING SEALANT (3 year warranty) and now includes POLY- 
GLYCOAT RUSTPROOFING SHIELD(with an unheard of 7 year 
renewable warranty); TEXTILE SEALANT (3 year warranty); 
VINYLCLEANER and VINYL SHIELD (the only way to complete- 


ne", 
ly clean and protect all vinyl tops and interiors)- A nd 0h 
breakthrough in automotive aftercare —POLY G will 
SHIELD, protection for the underside of cars: On pli 
COAT SOUND SHIELD is there a certificate of 
dealer, which is the consumer's assurance of prOP* | hi 
If you are not already sharing in the profits “0 
POLYGLYCOAT name, join us now. Offer yout oa! 
aftercare products in the industry—the POLYGL" thal 
TION PACKAGE—backed by the only compa?) ' 
car dealers all the way, with millions of dollars i" * . 
and promotion. (300) 4) 


ly 


For information, call: (914) 332-1100 oF m 
‘ M 

It’s a brighter world “ 

The Polyglycoat 
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